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Round Out Your Line 


wits Silas FUN 
TONKS | 


How can you tell housewives vou 








are providing real quality products? One 
sure way to impress them is to use distine- 
tively labeled Titeloks... America’s deluxe 
containers. Titeloks have that firm feel of 
quality ... that appearance of “something 
special.” carefully and individually 
packed for the buyer. They pay off 


in added prestige and added sales. 
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Titeloks are made in half-pints, pints, 
quarts, half-gallons, and vallons for ice cream, 


juices. sherbet. and cottage cheese. Samples 
J - | 


and prices gladly sent on request, 


FOLDING, PARAFFINED, AND LAMINATED CARTONS ' TH at) LIQUID - TIGHT CONTAINERS - FOOD TRAYS - PAPERWARE 


BAKERY PACKAGES - PREPACKAGING BOARDS AND TRAYS PAPER CO. EGG CARTONS - PLATES - PAILS - HANDI-HANDLE CUPS 
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Get the KELVINATOR Open Top 


with illuminated superstructure 


ALREADY PROVING ITSELF a terrific sales-maker in large 
food stores throughout the country! It's the roomy, beau- 
tiful Kelvinator 12 cubie foot open top lee Cream Merchan- 


perience in building low temperature equipment. 
And remember, there's a Kelvinator ice cream cabinet 
to fit any kind of store, any floor-space requirement, any 





dising Cabinet. The brilliantly illuminated superstructure 
with colorful product pictures lights up the full-open top 
... Stimulates impulse buy ing as never deel It gives you 
maximum capacity in minimum floor space and all the extra- 
values and dependability of Kelvinator’s unbeatable ex- 


specific need—in Kelvinator’s new COMPLETE line! For 
full information on money-saving Kelvinator features, see 
your Kelvinator representative or write for your copy of 
Kelvinator’s new lee Cream Cabinet Catalog, Kelvinator, 
Division of Nash-Kelvinator Corp., Detroit 32, Michigan. 


Division of 
Nash-Kelvinator Corporation, 
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For smoother, firmer, more profitable ice cream... 


use thee WHITSON’S Ingredients 





DUO LIZER Combination stabilizer and emulsifier. The emulsifier. soluble in butterfat fraction. 
emulsifies and stabilizes it. The stabilizer. soluble in water fraction, absorbs excess 
moisture, stabilizes sugar and serum solids. Result: a mix of lower viscosity. faster 


whipping and less freezing time. 


MONO LIZER Uniform, laboratory-controlled ice cream stabilizer. Readily soluble in water. Not 
= 


affected by fruit acids or cocoa in the mix. Instant stabilizing action for uniform, 
true flavor. 


GOLDEN WHIP Made from fresh domestic egg volks and modified milk-proteins BB neal ned together, 


then pasteurized, homogenized and vacuum-dried. Instantly and completely solu- 


ble in the mix. Produces uniform. delicate flavor. Helps to emulsify your mix. 


Whitson Products 


DIVISION OF THE BORDEN COMPANY 
350 Madison Avenue, New York 17, N. Y. 


Write or telephone to Whitson Products 


for prices and more information. 
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SEALE 
O STAY! 


All Savage Cabinets Are Permanently Closed 
Against Ruinous Moisture infiltration 


dability of Savage Ice Cream 


One reason for the extra depen 
binet is hermetically sealed to 


Cabinets is this: every Savage ca 

prevent infiltration of moisture and air with their ruinous etiect 
on cabinets and a complete and permanent 
hermetic closure. eac i : ed three times under 

air pressure before bein for shipment. 
Furthermore Savage cabinets are of all-steel cons 
o warp oF rot. a counts 8° much. savage ice 
bet for the years 
e Arms Cor- 


truction. no 


wood t 


In these day® = 
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d. Write * oe <e 
ration Divs 


re m 
for illustrat 
ion. 


Crea 
ahea 


porat 


jon. Refrigé@ 

















ee ee 
oe 











SN \A CR 


ICE CREAM CABINETS 
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Build your ice cream sales by 


h WIN A VACATION 


eA leds, 





Mame this ice cream dessert and fly to HAWA/ 


Yoited Air Lines Straloorurser ICE CREAM 
aca week vain DESSERT CONTEST 


brings customers into stores 
to buy your ice cream 


ina 








WHO CAN ENTER? Every one of 


entey SLANE AT your so0a FOUNTAIN your customers! All they need is 
yust @tT AN OrPICIAL dial com dense san . — ye : 


the famous Sealright trademark 
from your ice cream container 
plus Entry Blank, obtainable 
ONLY at stores selling your ice 


cream, 


WHEN DOES IT RUN? Starts May 
Ist, lasts until August 30th. 

HOW IS SEALRIGHT PROMOTING IT? 
Nattonally—with 4 full-page ads 
in COLLIER’S. Loca//y—with 


contest-sales helps . . . all im- 


, root 
THERE ARE 30 WESTINGHOUSE prizes 


printed with your company’s 
name. 


: . ie ce See Ae 
4 hae Ay. ee gis ‘e. 


-Sealr right SANITARY 
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offering your customers a chance to 


IN HAWAL! 


“ ’ a . / 
‘eat Medan sales et 
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SEALRIGHT 


SANITARY SERVICE 


HERE’S a natural for every ice cream company that wants a 
big-scale promotion on a small-scale budget! Take advantage of the 
impact of dramatic full-page ads in COLLIER’S! Make these ads 
work for you locally ... make them tie in with your own point- 
of-sale pieces provided by Sealright. 


And don’t forget—the Sealright Nestyle, with its distinctive shape 


is the deluxe package in the ice cream field. Put this container to 


work for you. 


Sah AT hE L VOPR ARO inn 882 A ORB tin oben NS 
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a? 
I would like all the facts on this 
1951 Sealright National Ice Cream Dessert Contest, 


and details on how it can fit into the promotion plans 
of my company. 


Name 
Company Name_______ 
Address. 


> 


{ 
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B Nestyle containers 
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introduced at the Atlantic City 
Exposition, these new, superbly designed 
and constructed Bobtails set a new 
high standard of convenience, 
efficiency, sanitation and long 


trouble-free service. 


Note... 


THESE 
STRUCTURAL 
SUPERIORITIES 


@ Streamlined all steel welded body, 

bonderized and finished in aluminum. Mounted on 

Sanitary off-the-floor Adjustable Legs. @ Stainless steel 

faced. @ Corkboard insulated throughout. @ Sanitary heavy 
gauge stainless steel top one-piece, die-stamped, rounded 
corners. @ Improved die-stamped corrugation — no soldered 
seams. @ Die-stamped, stainless steel, hermetically sealed 
drip-proof lids. @ Stainless steel lined storage compartment, 
dry refrigerated. @ Stainless steel lined syrup rail with 
concealed refrigeration coils. @ Instantaneous soda and water 
cooler (eliminating unsanitary water baths). @ Stainless steel 
chipped ice pan under rear half of lid. @ Self-contained condensing 4 A ad i D S 


units on pull-out slide base. CABI NES 
Write FOR COMPLETE DETAILS COMPANY 


GRAND RAPIDS, MICHIGAN 


8 


Ice Cream Fietp, March 1951 
















Beautiful and Colorful 
FREE STREAMERS 


Special Feature for May! 
Black-Raspberry Ripple 


Don’t miss out on the fact that “*lee Cream 
Sales Triple ... When You Blend With Ripple.” 
Your Ripple Ice Creams have added eye appeal, 
added taste appeal... and Balch offers these 
beautiful multi-color Free streamers to help you sell. 
Send for yours now, together with your order 
for any of the eleven fast-selling flavors of 
Ready-to-Use Ripple Sauces. 
Kemember, all are simple to use, and all Triple-Purpose; 
|) For Ripple ice creams; 2) For Tart Toppings, 
Sundae Cups, Ice Cream Pies (just pour 
from the pail and use); 3) For Flavoring ice creams. 


CT ore 





ADAMS & FULTON STREETS, PITTSBURGH 33, PA. 


WEST COAST: Fred Cohig, 1855 Industrial, Los Angeles, Calif. 
CANADA: R. J. Campbell Co., No. 2 Dennison Road, Weston, (Toronto) 


*Ripple & Wave Trademarks Registered NOW! Warehouse Stocks at Chicago, il. and Atlanta, Ga. 
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ADDED 
FOR ADDED SERVICE 


VANILLA LABORATORIES has always taken pride in 
giving Vanilla users service of the highest caliber. STAN FERRIS 





That is the reason we welcome Stan Ferris and S. M. Neffe to 
our Sales Force, as both are especially equipped to give expert 
service to users of Vanilla in the particular territories 


S. M. NEFFE which are indicated by the maps. 








It is our Opinion that the reception 


our men receive is because 





the trade realizes that “92, 


they are not only always 


ready to be of service, 





but also that they have a 








constructive Vanilla 

background. We 

believe that these two WISCONSIN 
men will impress 


you in that way. 


an 


PENNSYLVANIA 
ILLINOIS 


te 


iy 


LABORATORIES, INC.,, rocnester, n.v. 
BLENDS © CONCENTRATES * POWDERS 
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fruits and 


washing 
flavors 


compounds 


anti- 
oxidants 






fingertip 









spoons 
and dishers 












hardening 
trays 


fountain 
mixers 
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All the finest in Supplies! 





It’s easy to avoid the expense and delay caused by ‘running out”’ 
of important supply items —just pick up your phone and call the nearest 
Cherry-Burrell Branch or Associate Distributor. He has large stocks 

of genuine Cherry-Burrell tested and approved washing powders, 
lubricants, boots— hundreds of items ready for immediate delivery. 
You'll find there is no substitute for Cherry-Burrell quality and service. 


CHERRY-BURRELL CORPORATION 
General Sales and Executive Office: 

427 W. Randolph Street, Chicago 6, Ill. 

Milk and Food Plant Equipment and Supplies 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES OR 
DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 


Leendmaker na geal mildly 
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WHAT THE GEVERAL ICE CREAM CORP. SAYS ABOUT LIQUID SUGAR 


WHEN YOU USE FLO-SWEET® YOU GET SERVICE 


Ask any Flo-Sweet customer—ask every 
Flo-Sweet customer—tney’ll all tell you, 
‘Refined Syrups & Sugars have never let 


me down!” 


That kind of service means you have no 
plant shutdowns, no lost orders, no dis- 


appointed customers. 


That kind of service gives you better 
planning, greater economy, more repeat 


orders and larger profits. 


HERE'S WHY FLO-SWEET MEANS SERVICE 
p> Fevinea Syrups & Sugars is the largest 


liquid sugar manufacturer in the country 


has the industry’s most complete produc- 
tion and storage facilities for liquid sugar 


maintains the largest number of tank- 
trucks, tank-cars, and tank-ships in liquid 
sugar service 


is the only refiner in the East maintaining 
liquid sugar warehouse and storage facili- 
ties away from our refinery for customer 
service. 
Flo-Sweet production facilities are flexible 
to take care of the unusual in sugar re 
quirements. 
Flo-Sweet. provides emergency delivery 
service. 


For dollar-saving, product-sanitation and always-re- 
liatle service, you can’t beat Flo-Sweet Liquid Sugars! 


. SANITATION AND SERVICE 
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KEEP THE NAME 


OF YOUR BRAND 


IN THE CUSTOMER’S HAND... 


They’ve bought it . . . they're ready 

to eat it. There’s no better time than 

now to remind them that this is 

your ice cream. And you can, by keeping 
your brand name on the fresh, crisp 
Lily* container that merchandises your 
product. This moment, as customers hold 
and enjoy your ice cream, is ideal, 
because the consumers directly 
associate your name with the 


goodness of your ice cream. 


LILY-TULIP CUP CORPORATION 
122 East 42nd Street, New York 17, New York 


Chicago * Kansas City * Los Angeles °* 
San Francisco * Seattle * Toronto, Canada 
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what popula 


HOOTON 
 & CHOCOLATE 
FLAVORCOAT 


boosts the sales of ice cream 
bars and novelties 





pail coating made with 
chocolate liquor 


reduces coating costs 





fast setting speeds 
production 


most delicious 


ROLOR GO), mr FOL Ole: as a aer 
Fine Chocolate Since 1897 
NEWARK 7 NEW JERSEY 
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de uncertainty 





in times of world-wi 
Liquid quality and service reach new heights 
of importance! They spell security 
_ Liquid’s 





security for the years ahead - - 
63 years of stability and performance, plus 
Liquid's exclusive nation-wide direct 
factory service facilities, aF€ your assurance 


sfaction. 


of continuing sati 


~enke 8)* “ae oo *.' 2" 
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WHEN IT HAS 


NATURAL BODY 


STABILIZED WITH 


DARILOID ox DRICOID | 


The whole family goes for ice cream that has Natural Body. es 
ice cream that’s “cool tasting” and refreshing; firm | 
and smooth yet entirely free of gummy stickiness. 

That’s the kind of consumer-pleasing, faster-selling 

ice cream you're sure of when you stabilize your mix 

with Dariloid or Dricoid. It’s one more reason, too, 

why Dariloid and Dricoid lead all others in | 
gallons of ice cream stabilized throughout the industry. 
Why not make a trial test? Write or call our | 


nearest regional office. 


DARILOID* 
DARILOID XL 
DRICOID™ 
DRICOID Xl 


Stabilizers and stabilizer-emulsifiers to meet all plant requirements 











DARILOID 


REFINED 
ALGIN 
PRODUCT 





PRODUCTS OF COMPANY 


20 N. Wacker Drive 31 Nassau Street 530 West Sixth Street 
Chicago 6 New York 5 Los Angeles 14 


Cable Address: Kelcoalgin—New York 
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custards, 


MARCH 12-17—Pullman, Wash. 


ington; 20th annual Institute of 


Dairying, sponsored by the State MARCH 20-22—Hotel Gearhart, 
College of Washington. Profes- 
sor W. H. Bendixen, Department 


When You Can't Beat ‘em... 


12 f =e ” 
4V4V+ NN " 


Don l LEI spec ialts store « ompetition squeeze you and 
your customers out of the ice cream prohit picture, 
Delicious, popular specialties like soft ice cream, frozen 


milk shakes and malts served fresh from a 


Svents 





of Dairy Husbandry, will supply 
additional information. 


Gearhart, Oregon; Annual con- 
vention of the Northwest Asso 
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SWEDEN Fountain Freezer qui klv build 
new volume. stumulate both solt-serve 


and factory-packed tce cream sales. 


Switch to SWEDEN — 
and Boost ALL Ice Cream Sales ! 


SWEDEN attracts new customers and 
profit, giving them in. 
centive and funds to merchandise all ice 
They can make malts and 
milk shakes 6 to & times faster than ever 
before with far less effort. Food and 
labuor costs tumble. SWEDEN allows com.- 


stretches dealer s" 


cream sales 


plete control over product portugns i 
COonSIisStenes 
a 
There's a reason for tl 1ation-wide 


popul irity of these we salma sper ial 


ties. Cash in gu-tt™m. SwepeN Fountain 
Freezers-cin help you meet and beat 
youpr sharpest competition. SWEDEN 
equipment cost is negligible. There are 
models designed for installation in exist- 
ing stores and fountains’ 


ffi. ones 
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SWEDEN” 








Need 


— 
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ODEL 1-190 (Shown Above)—High capacity, 
yet small, compact, continvous freezer. Stiff, 
-top type serving. Can be mounted on 
table, stan 24-gal. refrigerated mix storage 
compartment. Cofypjetely automatic, meets slack 
or rush demands wifh_equal efficiency. Sturdy 
construction, trouble-free eration 











SWEDEN FREEZER MANUFACTURING CO. + Dept. A-1+ Seattle 99, 


_ FReezersgz 


\ 





ashington 


ciation of Retail Ice Cream Man- 
ufacturers. 


MARCH 21-22—Ice cream short 
course at the University of Georgia, 
Athens, Georgia. Professor Hen- 
derson of the school’s Department 
of Dairy Manufacturing will pro- 
vide information on request. 


MARCH 22-23—Hotel Commo- 
dore, New York City; 32nd An- 
nual Business Meeting of Dairy 
Industries Supply Association. 


MARCH 27-29—DMadison, Wis 
consin; University of Wisconsin’s 

Agriculture Dairy 

Manufacturers Conference. 


APRIL 15-18—Hotel Edgewater 
Beach, Chicago, Illinois; annual 
meeting of the American Dry 


Milk Institute. 
APRIL 17-20—Atlantic City, New 


Jersey; 20th annual National 
Packaging Exposition, to be held 
in the Auditorium. 


JUNE 5-7—Galen Hall, Werners- 
ville, Pennsylvania; Annual con- 
vention of the Association of Ice 
Cream Manufacturers of Penn- 
sylvania, New Jersey, and Dela- 
ware. 


JUNE 5-8—Knoxville, Tennessee: 
46th annual meeting of American 
Dairy Science Association. 


AUGUST 5-7—Hotel Greenbrier, 
White Sulphur Springs, West 
Virginia; 1951 convention of the 
West Virginia Dairy Products 


Association. 


SEPTEMBER — One-year course 
in dairy manufacturing and mar- 
keting at Cornell University be- 
gins this month. Enrollment is 
limited. Contact Professor Leigh 
H. Harden, Roberts Hall, Ithaca, 
New York. He is in charge of ad- 
missions for the school’s College 
of Agriculture. 


College of 


-SEPTEMBER 11-13—Hotel Fort 


Des Moines, Des Moines, Iowa; 
1951 conventions of the Associa- 
tion of Ice Cream Manufacturers 


of Iowa and the Iowa Milk Deal- 


ers Association. 
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BY C. F. HAWKER 





O discussion of the pension problem would be 
IN compere without some consideration of social 
security. Here, as in every other problem faced 
by American industry, there is a pronounced difference 


ot 


 opinion—some of the differences represent an ex- 
pression of the rugged individualism responsible for 
the tremendous development of our great free enter- 
prise system. Some of these men are all for scrapping 
the entire social security system on the theory that this 
is not the kind of a problem that should be solved by 
the Federal Government. I agree with this theory, 
but theory is about all we have left. The fact is, the 
Government has entered the field, and as far as the 
people of this country are concerned, Government has 
done much more toward the solution of the old age 
problem in the past thirteen years than industry did in 
the previous half century. As for trying to get the 
entire system voted out, I would just as soon try to 
sweep the ocean back with a broom. 





“HOW ICE CREAM IS MADE” 


On the adjacent page is reproduced a cut- 
away view of a typical ice cream plant, which 
appeared in full color as part of an advertise- 
ment in the Sturday Evening Post of January 
13 sponsored by the Armstrong Cork Com- 
pany and the International Association of 
Ice Cream Manufacturers. 


Designed to provide the public with a better 
understanding of the processes and facilities 
essential to the production of ice cream, the 
magazine advertisement included a brief edi- 
torial description of the conversion of raw 
materials into ice cream. This was illustrated 
with a smaller replica of the cutaway, num- 
bered so that the steps in the manufacturing 
procedure could be followed without difh- 
culty. 
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Armstrong Cork Company 
Lancaster, Pennsylvania 





There are others in industry who favor making social 
security universal in coverage and placing it on a pay- 
as-you-go basis. They believe that all payments for 
social security should be made from general revenue 
with taxes being increased as the costs go up. Many 
of those who hold this viewpoint would pay everyone 
a high uniform Government pension—say $100 per 
month—at age sixty-five regardless of need and with 
ne eligibility requirements other than age. Their pur- 
pose would be to completely replace private pension 
plans. 


To do this for the eleven million men and women 
over sixty-five in this country today would cost us over 
thirteen billion dollars annually in extra taxes. These 
pension taxes would, of course, steadily increase be- 
cause the old folks are increasing in number. By 1960 
the annual cost would be sixteen billion, eight hundred 
million dollars. By 1975 it would be up to twenty-one 
billion, six hundred million dollars each year. Accord- 
ing to my calculations such extra taxes would amount 
to $382 per household in 1950, If this figure mounted 
yearly—as it would be sure to do—the great mass of 
voters would soon insist on the reduction or elimination 
of these taxes. Assuming that this popular pressure 
for tax reduction is more successful than it has been to 
date, the $100 monthly pensions from the Government 
would then be eliminated. 





I feel safe in saying that the great majority of indus- 
try leaders who have studied this national problem of 
provision for the aged are also in favor of universal 
coverage for social security, financed on a pay as you 
go basis with a modest sinking fund to provide for 
minor fluctuations in payments, from year to year, 
which would stabilize the tax rate. However, pay- 
ments under such a system as they envisage would be 
held to a minimum subsistence level, to be supple- 
mented by income from personal savings, annuities, 
casual employment, or private industrial pension pro- 
grams. The recently passed Social Security Amend- 


(Continued on page 82) 
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BY C. H. MINSTER 


Creenbrier Dairy Products Co. 
Beckley, West Virginia 





of ice cream present are practically numberless. 

There are, however, three particular problems 
which, I believe, are worthy of continuous considera- 
tion. 


Ts problems which the manufacture and sale 


Ice cream plant problems begin with maintaining 
the quality in the finished product. The word quality, 
however, is one of those words which, whether it is ap- 
plied to ice cream or any other product, has become 
so overworked and over-used that a uniform definition 
is difficult to find. 

Tradition establishes quality as a function of butter- 
fat content. The higher the butterfat content, the 
higher the quality. This is a very persistent tradition 
and remains very apparent throughout the industry 


today. 
Satisfy the Consumer 


It is my opinion that quality in frozen dairy prod- 
ucts is a combination of good food value, plus safety 
from the health standpoint, plus those attributes of 
body, texture and flavor that appeal to the consumer. 

This industry, as every other industry, must bend 
its efforts to supplying to tiie consumer that which 
the consumer wants. 

Much effort has been profitably expended over a 
period of years in providing in frozen dairy products 
those qualities which the consumer desires. These 
efforts have been largely confined to methods and 
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ingredients used in the manufacture and in the hard- 
ening of these products. As a result, almost every 
manufacturer is now equipped from a standpoint of 
methods and machinery to place on his delivery trucks 
a product that is highly acceptable to almost every 
consumer. 


Maintaining Quality 


This brings us to the first, and what I believe to be 
the most important, problem which is facing the ice 
cream industry throughout the country. 

That problem is the problem of maintaining these 
desirable qualities until the product reaches the con- 
sumer. 

Again we find that a lot of effort has been profitably 
expended in an attempt to solve this problem. As a 
result of these efforts we now possess a fairly complete 
knowledge of how the product should be handled by 
the dealer to maintain these qualities for which the 
consumer has asked. The actual problem is one of 
convincing the dealer that he should take advantage of 
this knowledge we are capable of giving to him. That 
this particular problem still exists is common knowl- 
edge to all of you who are engaged in the ice cream 
manufacturing and selling business. There are many 
variables which hamper our effort along this line. The 
first variable is a varying interest among dealers. The 
second variable is a turnover of help. The third va- 
riable is our own ability to follow up and maintain 

(Continued on page 93) 
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in ice cream, it’s SPA*! 


This stabilizer helps make all of your ice cream better . . . and better ice cream 
always earns more sales. SPA gelatine is a pure food. And of course 


it’s NATURAL to stabilize ice cream with such a NATURAL pure food product. 


SPA was especially planned to do its job perfectly . . . to help make ice cream 
smoother, creamier, and free of ice crystals. It helps make it unnecessary to 
“crush” a bite with your tongue to taste the flavor . . . it bursts 

forth instantly in every spoonful. 


Such exceptional performance does not make SPA expensive. On the contrary, it costs 
substantially less than ordinary gelatines! Would you like to try it in your own 
mix, to see how ideally suited it is to your manufacturing needs? Just write to us, 
| and we'll be glad to send you a generous sample. We'll include the fascinating booklet, 
“This Is Your Business”, which tells the story of ice cream 
stabilization in scientific detail. 





the oldest name in lotine is Yi 
*T.M. Reg. U.S. Pat. OF. orgesr name gelatine is Young 
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) PROTECT YOUR EQUIPMENT 


i AKE care of the equipment you have—it may be 

L a long time before you can replace it. Work out 

an effective maintenance program and put it into 
operation. 

An effective maintenance program does not need to 
be elaborate; in fact, some of the most elaborate setups 
[ have seen give the poorest results. Records can never 
eliminate the need for vigilance on the part of the 
personnel responsible for maintenance. I recall one 
plant which had a very elaborate maintenance program 
which was supervised by a Chief Engineer. This plant 


BY DALE GILLESPIE 


Creamery Package Mfg. Company 
Chicago, Illinois 


had been forced to replace all of the plates in the cooler 
section of its plate type mix cooler due to brine corro- 
sion. The customer maintained that the difficulty was 
due to defective stainless steel and produced records to 
show that the brine was checked weekly and any neu- 
tralizer and inhibitor necessary to maintain it in the 
proper condition was added and duly recorded. An 
examination of the brine system revealed that the level 
of the brine tank had been allowed to drop to a point 
where the return pipe was exposed, causing air to be 
drawn into the brine, and rendering it highly corrosive. 
Ii a properly organized maintenance setup, the man 
who cleaned up the plate machine would have reported 
the first evidence of corrosion on the plates and the 
cause would have been then and there determined and 
corrective measures taken to eliminate the air from the 
system. 

One of the largest ice cream plants in the country 
which does an excellent job of maintaining its equip- 
ment, follows a simple maintenance plan which is ap- 
plicable to any plant. The equipment is given a peri- 


(Continued on page 97) 
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A single design with color variation for flavor 
identification — makes a complete carton family. 


CARTON DESIGNS O©cCA 
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No matter how good your product may be, it’s your 
package that attracts women in self-service stores. 
And that’s where your volume business is found today. 
Do women reach for your ice cream carton on sight? 


Let us show you how efficiently modern design can 

add sales power to your ice cream package line—your 
linerless cartons, fill-freeze pails, counter-fill and 
carry-out pails, and the bulk units for home storage. 


YOU GET THESE STRONG SELLING AIDS 
WITH CONCORA LINERLESS CARTONS 


. Exclusive use of new, tested stock carton designs. 
. Special designs created for you by skilled designers. 

Color control and fine printing—brilliant and precise. 
. Vellumite carton stock—handsome, tough, moisture-resistant. 
. The handy, easy-to-open Nu-Mode front seal. 
. Faster, easier packing—by hand or machine. 

Approved by manufacturers of automatic packing equipment. 
. Delivery from strategically located points. 


CONTAINER 
CORPORATION 
OF AMERICA 


Chicago, illinois, and 23 other cities 
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| pete seme of frozen products such as ice 
cream, ice milk, sherbet, etc., are more critical 
of these products today than they have been in 
the past. Consumer reaction plays a larger part in the 
overall quality of frozen products than ever before. 

A sanitation program in frozen product plants has 
materially helped to improve the quality of products. 
In a frozen products plant, the cleanliness of equip- 
ment has much to do with the quality and keeping of 


the product. Every piece of equipment that comes 





ABOUT THIS ARTICLE 
HOW TO SANITIZE equipment or ma- 


chinery that comes in contact with milk or 
milk products is the subject of this article, 
prepared for ICE CREAM FIELD’s special 
Sanitation issue by the technical staff of the 
Mathieson Chemical Corporation. Emphasis 
is placed on the consumer’s craving for qual- 
ity, and the assertion that a sanitation pro- 
gram in frozen product plants has materially 
helped to improve the quality of products. 











SANITATION HELP 
SALES 


in contact with the product must be scrupulously clean 
and sanitary. 

The successful manufacturer of frozen products is 
the one who markets a product whose quality is recog- 
nized by widespread public acceptance. What does 
the consumer want in a frozen product? He wants it 


to be: 


Tasty. 

Nutritious. 

Good texture. 

Attractively packaged. 

Reasonably priced. 

Manufactured according to strict product specifi- 
cations under the strictest of sanitary conditions. 


If a frozen product is not manufactured under strict 
sanitary conditions other efforts are of little avail. It 
is folly to buy ingredients according to quality speci- 
fications, then mix and freeze in equpiment that has 
not been properly cleaned and sanitized. What could 
be more disastrous than to have a frozen product that 
has an off-flavor and a taste that is rather disagreeable? 
Ir can be said that the quality of a frozen product 


(Continued on page 102) 
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"Youll need an adding machiné, too, 
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after you've talked to the ICN Man 
with the big Profit Plan! 


“Boy oh boy, oh boy! It’s easy to figure how your profits will roll in — when you talk to your 
ICN Representative. He’s the Man with the big Profit Plan for ‘51! 


“Ask him about the kind of response that’s coming in from manufacturers who've 
received our advance kits. Enthusiastic is a mild word for it! 


“Let him tell you about all those new hard-to-resist premiums that 
have what it takes to catch the kids’ imagination — 
and to keep ‘em collecting those ICN bags. 





"Get an eyeful of the fresh point-of-sale pieces — rich, full colors 
to stop the eye — harder ‘sell’ to make ‘em buy and buy! 


“Listen to him describe how ICN is lining up a growing army 
of loyal young fans throughout America. 


“Let him tell you — with facts and figures — how ICN is building 
the greatest demand ever for ‘Icy-Frost’ Twins, ‘Ducky Dubble,’ Pluto Bar, 
‘Fudgi-Frost’ and all the other fast selling ICN products.” 


iICY.-FROST DUCKY DUBBLE, FUDG!I-FROST"’ ore the trade morks of ICE CREAM NOVELTIES, INC 


Ice Cream Neuellied, Inc. 


601 WEST 26th STREET, NEW YORK 1, N.Y. 
400 WEST OHIO ST. 2744 EAST 11TH ST. 100 STERLING ROAD 
- CHICAGO, ILL. LOS ANGELES, CALIF. TORONTO, ONTARIO, CANADA 


Ice Cream Fievp, March 1951 











BY DR. D. H. JACOBSEN 


Cherry-Burrell Corporation 
Chicago, IIlinois 


ODERN ice cream plant sanitation methods 
should be directed toward the protection of 


the equipment as well as protection of the 


safety and whoiesomeness of the product. Fortunately 
the best cleaning and sanitizing methods are also most 
satisfactory from the standpoint of preserving the 
Good sanitation 
requires that the equipment be clean and dry when not 
in use and this condition is also most favorable to the 


metal surfaces in dairy equipment. 


equipment, 


Equipment Construction 


[ce cream equipment such as freezers, pumps and 
fruit feeders are fabricated from alloys which differ 
from one another in their composition and resistance 
to corrosion. These alloys are used because of the 
requirements of heat transfer as well as for reasons 
dictated by the wear and abrasion in product handling. 
For example, the metals for bearings in pumps must 
be chosen very carefully to maintain the best wearing 
characteristics. This is a precision operation in con- 
tinuous freezers and excessive or uneven wear will re- 
duce the efhiciency of the machine. Such metals do 
not have the resistance to electrolytic corrosion of 
stainless steel and therefore more care in cleaning 


practices is required. 
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Tanks and vats of all stainless steel construction are 
not likely to suffer from electrolytic corrosion and these 
machines withstand regular cleaning and disinfecting 
operations very well. 


Easy to Clean 


Much of the equipment in the ice cream plant is 
cleaned rather easily because the milk product sur- 
faces are not heated. The tough films which occur on 
leated equipment are not encountered on cold equip- 
ment and therefore the cleaning method can be quite 
different. Mild alkaline cleaners containing sufficient 
water conditioning phosphate and watting agent are 
best suited to this type of work. 


Tanks and vats used for cold milk products as well 
as the ice cream mix should be rinsed as soon as emptied 
with water at about 115  F. Washing should follow 
as soon as possible to provent drying on of the milk 
products. The cleaning solutions should be applied 
with bristle brushes and at a temperature of about 
115 F, 


Complete rinsing with water at the same tempera- 
ture is advisable. The final rinse may then be applied 
at higher temperatures to speed up drying. Chlorine 


(Continued on page 103) 
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they must be good numbers... 
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so many use them! 


There MusT be a reason when so many ice cream 

manufacturers turn to H. Kohnstamm’s pure vanillas, 

K1483 PURE VANILLA EXTRACT (concentrated) 

32 ozs. Beans to Finished Gallon. 50% Bourbon, 50% Mexican. 

K1162 PURE BOURBON VANILLA EXTRACT 

26 ozs. Beans to Finished Gallon. 

Our exclusive process of extraction gives a more 
concentrated pure vanilla flavor. The extra strength results 

in a lower cost per mix. We want you to prove it to yourself. anata 

Try it in your plant at our expense. Send in the 1162 


coupon today and be convinced. 
Send the coupon to the branch nearest you: 


VANILLA DIVISION 
H. KOHNSTAMM AND CO. INC. DEPT. Fl 





Send us test quantities of 


ONE HUNDREDTH ANNIVERSARY C) K1483 PURE VANILLA EXTRACT (CONCENTRATED). 32 
ozs. beans, 50% Bourbon, 50% Mexican. Use 1% 
FIRST PRODUCERS OF CERTIFIED COLORS to 2 ozs. to 5 gallon mix. 


[} K1162 PuRE BOURBON VANILLA EXTRACT. 25 ozs 


OK «se ee Pov de 2 A Sor & Ce... rc. ny pote ca Beans, Two-Fold. Use 2 ons. 
VANILLA DIVISION 
89 PARK PLACE, NEW YORK 7 « 11-13 E. ILLINOIS ST., CHICAGO 11 — 
4735 DISTRICT BLVD., LOS ANGELES 11 COMPANY 


ATLANTA + BALTIMORE + BOSTON + CINCINNATI + CLEVELAND + DALLAS + DETROIT ADDRESS 
HOUSTON + INDIANAPOLIS +» KANSAS CITY, MO. * MINNEAPOLIS » NEW ORLEANS 


Ice Cream Fietp, March 1951 





/TWHE production and distribution of milk and 
dairy products form the largest industry in the 
country and dairying is by far the largest agri- 

cultural enterprise. The appearance of our plants, as 

far as housekeeping, quality control and sanitary re- 
quirements are concerned, is becoming more significant 
to both operating companies and regulatory officials. 

Over the last decade, the significance of dairy plant 

housekeeping and sanitary control has gradually in- 

creased to a point where executives have contributed 

more effort through management and have put a 

greater influence on improving the status of the dairy 

processing industry in the eyes of health and other 
regulatory authorities. 

It is the purpose of this paper, directed along the 
lines of good housekeeping, to set forth fundamental 
principles which can be used in a practical manner to 
influence plant employees to have a better understand- 
ing and interest as to the reasons for improved house- 
keeping, and to illustrate that plant sanitation is high- 
ly essential in all dairy processing plants. 


The Superintendent’s Role 


[t is good for us to see yust Ww hat role the plant su- 
perintendent or engineer plays in the technicalities and 
the systematic guidance of plant housekeeping and the 
part that good housekeeping plays in the success of a 
given business. It is interesting to note that good house- 


keeping always reflects in the success of a given busi- 


ness and conversely poor housekeeping will not attract 
business. An organization which has the correct per- 
sonnel, and because of training and experience, can 
give constructive criticism in such a manner that the 
advice will be appreciated, will reflect itself in the 
quality of product produced and sold. This will natu- 
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rally, over a span of years, show definite evidence that 
plants using systematic control will pay substantial 
dividends. 

Good housekeeping in a plant reaches every room in 
the plant and not only the parts of the operating plant 
which are evident if a person would enter a given store- 
room, boiler room or product processing room. The 
conditions of the store-room, dressing rooms and toilet 
rooms are just as important in the light of inspection 
by a plant’s own sanitarian or by a regulatory person 
making periodic inspections. It is quite true that equip- 
ment and supplies may be neatly stored in the wrong 
place which is just as severe a violation of good house- 
keeping as if such supplies had been stored in the 
proper place but in a very disorderly manner. 


Basic Principles 


There are several basic principles which we should 
observe in setting forth a guide for the important 
factors to be considered daily. We will take them one 
by one and explain the reasons for each of these main 
objectives for the proper maintenance and appearance 
of our most important food processing and handling 
plant. 


(1) Training and Acguaintance of Employees 
The training of our employees, in the opinion 
of most good plant operators is the paramount 
purpose which has to be observed. This becomes 
more important wth somewhat rapid turn-over 
in lower bracket employees. It is important to 
teach and emphasize the following practical 
functions of employees in our milk processing 
plants: 


A. The plant manager or assistant who 
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WORK SIMPLIFICATION 


in the ICE CREAM INDUSTRY 


/ n Various Ice Cream Plants 


Using 24 GALLON 


MORRIS 
LOCKTOP 


PAPER CANS 


oon } MORRIS PAPER MILLS e@ 135 SOUTH LA SALLE ST., CHICAGO 3, ILL. 
AND DISTRIBUTED BY} MATIONAL FOLDING BOX CO. e@ NEW HAVEN, CONNECTICUT 
Also Distributed by CHERRY-BURRELL CORP. * The CREAMERY PACKAGE MFG. CO. «¢ Branches in Principal Cities 
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hires a man for cleaning work must see that 
the man is properly instructed in the work 
and its importance. 

B. To be neat and clean in appearance and 
observe correct personal hygiene habits. 

C. To do good orderly work from day to 
day and not just in a haphazard manner. 

1D. To depend on themselves to do the right 
kind of job rather than someone else to keep 
things after they have 
rushed through a day’s work. Of course, 
most of our employees should be impressed 


with the fact that they are working in a food 


clean and orderly 


plant and the food is for human consump- 


tion. They should govern themselves ac- 
cordingly. 

E. To put things in order at the end of a 
working day and not leave things in the way 

of other employees especially where plant 
operates on shifts. 

on other funda- 


should be considered in the 


Emphasis should also be placed 
mental principles which 
various departments of the average dairv processing 
plant. 

It is highly importaat that the receiving room be 
the impression point of your plant so far as farmers 
and haulers are concerned because they will judge the 
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plant and its operation from the impression which they 
receive in their daily contact with the receiving room. 
This room should be kept painted, clean and neat in 
This can best be done by 
avoiding the storing of miscellaneous equipment and 
materials which are not used from day to day. 
ing necessary equipment, 


appearance at all times. 


Keep- 
such as composite sample 
bottles, clean and ‘neatly stacked is very important. 
Also, workers should, at all times, wear clean, white 
uniforms and be neat in appearance. It is quite true 
that handling of incoming cans from route pick-up 
trucks are a source of dirt in the receiving room but 
this can te kept to a minimum. Trucks should be 
flushed periodically for proper cleaning. 


Laboratory and Test Rooms 


The laboratory should set the pace for plant sanita- 
tion and housekeeping. As a matter of fact, the tech- 
nical part of a plant should be the ideal for all em- 
ployees to copy throughout the plant. It is difficult 
to conceive of any unkept laboratory turning out re- 
liable work and if the best practices are not carried 
cut, the whole purpose and success will be defeated. 
The laboratory should stand as a perpetual stimulus 
to inspire the plant operators and employees to prac- 
tice good housekeeping. In a sense the laboratory 


ALPHA’S 


YAL TREAT 


“Fit for a King” 


A FRUITY VANILLA FLAVOR designed to win 
and keep new friends for progressive ice cream 
manufacturers. 


A New Taste Thrill 


In Ice Cream 


ECONOMICAL— 


Use 2 oz. to 5 gal. ice cream mix 
FREE ADVERTISING MATERIAL AVAILABLE 


For further information write to: 


Ice Cream Fietp, March 1951 





THE MOST WANTED 
DMRY EQUIPMENT” 





SANITARY PIPE 
WASHING EQUIPMENT . 
SOAKER 
WASHFRS5 








ICE CREAM 
MOLD WASHER> 





| PASTEURIZERS AND 
PRESSURE WALL 


PROCESSORS = ae — . . 


| SANITARY TABLES . é a| : 
€ - wat »~ : 


FITTENGS AND 





DISC WASHERS 


ROLL-A-TABLES 
es << = . 
—— 
Ma CASE ~~ 
| | | TRUCKS 


EMPTY CASE 
AND BOX WASHERS 





" 
ihe) -9-\el: eae nares ss nie 
Tanase IPTON ANUFACTURING OMPANY 


@e PAILIVILLE. PA 











lA PRION, 


a 





v ; 
? ’ 


srabilizet 


a Holl Control 
red 


ice cream 


hacked by Stel 


ee 
Chemists and engi” 


in Stein Hall moder 


voc) A 
gtories: 
h \abor 
researt 


h 
quality produc wort 


investiganio’ 


s | 
17," 
<< niw yOR* 


ST EIN 


gow AVENDE 


\ 1 HALL 


34 


you" 


should bear the same relation to the plant that the 
operating room does to the hospital. Quite frequently 


_ too little attention is given to this part of the plant 
_ with the idea that the laboratory automatically main- 


tains good housekeeping. The Babcock test rooms 
and laboratory should always be the show place of the 
plant. It has been ooserved in the functions of some 
of my work in the past that the laboratory is used as a 
meeting place for haulers, truck drivers and plant 
employees. This should be discouraged from the stand- 
point of efficiency and good housekeeping. It is ob- 
vious that the laboratory should not be a place for 
office procedures or for keeping other records other 
than those that pertain to quality control and plant 
operation. It should be cleaned daily, color engineer- 
ing employed to prevent fatigue and the working 
arrangements designed in such a mnaner so chat efh- 
cient operations prevail. 

Considering also that in most of our fluid milk, ice 
cream and milk production processing plants, the labo- 
ratory director is also charged with the responsibility 
of sanitary and plant housekeeping instructions. This 
is as it should be and with all coordinating, the plant 


_ laboratorian and sanitarian will be able to guide man- 
_ agement and employees and improve housekeeping 








| appreciably. 


Processing Rooms 


The plant manager and plant sanitarian should con- 
sider the housekeeping of this part of the plant as he 
would his own family kitchen or living quarters. Some- 
times a certain machine for a given step in an opera- 
tion may turn out a product which is not as good as 
it was when it entered a particular process and treat- 
ment. There are certain factors which influence house- 
keeping other than good equipment in milk and ice 
cream plants. The quality performance of a certain 
piece of equipment is only as good as its maintenance 
and sanitation. With the keen interest shown in the 


_ development of higher standards for the products 


turned out, the importance of good housekeeping in 
processing rooms must be emphasized. Essentially, 
their daily processing routine for parallel housekeeping 
cannot be overemphasized. 


It is very important to maintain good housekeeping 
on the basis of not only putting it on paper, so to 
speak, in inspection work but actually correcting and 
improving it daily. Things that assist us in maintain- 
ing basic housekeeping are the efficiency of methods 
and the handling of miscellaneous equipment. The 


| question is ansewred by evaluating the necessary things 


in definite order. 
(1) Do you have sufficient lighting power or 
illumination so that a man working can see the 
results of his cleaning efforts? Where the lights 
are a considerable distance from the equipment, 


(Continued on page 104) 
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Operator removing 
poper tube from pint 
SPEDE-PAC Pails— 
to stamp flavor. 


Mee 


YOU CAN PACK PAILS 
FASTER THAN EVER! 














Operator using hand stamp to print flavor 
On flop of SPEDE-PAC Pail, 








Here’s Bloomer’s latest cost-cutting time-saver — 
Spede-Pac Pails with Reverse Flap Packing. It makes 


the ever-popular pail easier to handle, saves your Operator pushing pails through flap reverser 


into sleeve —for insertion into pail dispenser, 
operators’ time. 


ode eth MAORI INS Aaa core 


See how Spede-Pac Pails come in paper tubes, 
with flaps bent down; see how easily they can be 
flavor-stamped, reversed in the tube, and placed in 


the handy dispenser, ready for the filler. 


. | 
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———— 


This new packing—with the new automatic clos- 
ing machine made for Spede-Pac Pails by Anderson 
Bros. Mfg. Co.— can mean increased production 


and increased profits for you. 


Anderson's new automatic closer for pint 
SPEDE-PAC Pails... a time and money saver, 


Mail this coupon for details. 


BLOOMER BROS. COMPANY, NEWARK, NEW YORK 


Please send more information about SPEDE-PAC Pails 


K LO OM a K and the Anderson Automatic Closing Machine. 


Name 


BROS. COMPANY 7 Company 


wy EWA R K Address 
NEW YORK 
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, 000 PLANTS — 


| get in normal times, economy of operation is 


a major objective of ice cream manufacturers. 

It does not require a particularly acute business 
sense to realize that greater plant effectiveness and re- 
sultant decreases in production costs are invariably 
translated into increased profits. 

But these are not normal times, as a glance at to 
day’s newspaper headlines will confirm. And, as the 
saying goes, “Things will get worse before they get 
better.” Materials shortages will mean a diminishing 
availablity of new equipment and machinery. Ex- 
panded Selective Service regulations will reduce the 
manpower pool. More and more, the problem will be 
how to get along with your present assets. 

Accordingly, many industrial plants throughout the 
United States are thinking in terms of work simplifica- 
tion systems. Among ice cream manufacturers, the 
H. P. Hood & Sons organization has been a pioneer 
in this field. Constant simplification of manufacturing 
procedures, and of sales and distribution methods, has 
been the policy at the ice cream and milk plants of 
this progressive New England organization for almost 
ten years. No more logical place to start Ice CREAM 
Fietp’s investigation of the application of Work Sim- 
plification could have been found. 

It was understood that the man to see was Harold 
G. Dunlap, whose title is Work Simplification Direc- 
tor, and whose office is located in Hood’s modern plant 
at 56 Roland Street in Boston, Massachusetts. An 
inkling of what was to come was afforded via a casual 
glance at the layout of the Work Simplification Office. 
A revolving stand, about a foot-and-a-half high, was 
noticed placed strategically between the desks of Mr. 
Dundap’s two assistants. This stand, which brought to 
mind the household “Lazy Susan,” was filled with a 
large variety of office materials and utensils, such as 





BASIC COURSE in work simplification consists of indoctrination 
in time and labor-saving methods which are applicable to many 
phases of Hood's operation, with emphasis on the “human rela- 
tions" factor. Classroom procedure includes the setting up of 
small groups, members of which work together to conceive prob- 
lems and solve them (top photograph), and then present findings 
to the entire group (center photograph). A recent class in basic 
training is pictured in the bottom photo. 
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NOW WORK “SMARTER 


FLOW CHART RECORDS STEPS IN 
SPECIFIC JOB—POINTS WAY TO 








GREATER EFFICIENCY. 








FLOW CHART 


e__OVERMATL 15 f. P. Noro, 





glue, cellulose tape, scissors, stamping pads, rulers, 
pencils, ink, and similar articles. 

“Cramped for closet space?” one of the girls was 
asked. 

“Not at all,” she replied. “Do you have any idea 
how many man hours are consumed ordinarily in a 
week by two office workers who pause during their 
work to search for erasers or carbon paper and such? 
This way,” she said, pointing to the revolving stand, 
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“all we need is at arm’s length. No waste motion and 
no waste time.” 

So Mr. Dunlap had at least two disciples. And 
disciples are difficult people to argue with. 

When Mr. Dunlap arrived, the visitor, having 
learned his lesson, wasted no time. “Just what is work 
simplification?” he was asked. 

The answer was as direct and concise as the question. 
Work simplification, it was said, is an organized, com- 
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mon sense, step-by-step way of studying our jobs to 
find an easier and better way of doing them. 


A natural corollary was added. “The best way of 
doing a job,” Mr. Dunlap pointed out, “is only the 
best way if the operator believes it to be the best way.” 

These definitions recalled the words of Frederick W. 
Taylor, an engineer who instituted a system of stop- 
watch measurement of work. In 1903, Mr. Taylor 
noted that “true scientific management requires a 
mental revolution on the parts both of management 
and the workers.” He also stated that “Output requires 
expenditure of human and material energies; therefore 
both workers and management should join in the 
search for discovering laws of least waste.” 

“That’s the crux of the Hood work simplification 
program,” Mr. Dunlap stated. “Contrary to popular 
misconceptions, work simplification does not mean 
asking employees to work harder. It’s a basic philos- 
ophy of our program never to ask a man to work 
harder. The technique is to eliminate unnecessary parts 
of a job. Thereby the necessary parts take less time 
and effort, automatically cutting cost.” 

“In other words, the idea is to adhere to a Hood 
slogan which is publicized on posters throughout the 
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building: —“Be alert; work smarter, not harder!’ 

When asked “how?” Mr. Dunlap reverted back to 
his definition of work simplification. “That common 
sense approach is basic,” he declared. 


Short Course Instrumental 


Interest on the part or the Hood organization in 
work simplification began late in 1941, when this 
country’s first peace-time conscription bill had begun 
to make inroads on the labor supply. Mr. Dunlap, 
who at that time was plant superintendent of the Hood 
ice cream operation in Providence, Rhode Island, en- 
rolled for a short course in work simplification at the 


Massachusetts Institute of Technology during the 
winter of 1941-42. When he returned to Providence, 
he was fully converted. He analyzed the entire Provi- 
dence operation and wherever possible applied the 
principles which had been outlined during the short 
course. 

Mr. Dunlap modestly referred to the results as 
“satisfactory.” A more accurate idea as to what was 
accomplished is furnished by the fact that the Hood 
management thought enough of the improvements in 
the Providence plant to allocate $2500 for Mr. Dun- 
lap’s tuition fee at another short course the following 
summer. This one was the Alan H. Morgensen Work 
Simplification Conference at Lake Placid, New York, 
and was one of an annual series of six-week meetings 
that is generally recognized as the country’s outstand- 
ing work simplification curriculum. Each conference 
limits registration to thirty-two persons. 

Of the many new ideas with which Mr. Dunlap was 
inculcated at the Mogensen sessions, one impressed 
him the most. This was the theory that a work simpli- 
fication program, to be effective, must “begin at the 
top.” The executives of the organization should under- 
stand and actively participate in the program—else the 
campaign’s chances of succeeding are minimized. 

Mr. Dunlap recommended this idea when he returned 
from Lake Placid. Management was agreeable, and 
in a matter of weeks an appreciation course was sched- 
uled at which the President, Vice President, and other 
executives were presented with an outline of the goals 
of work simplification. They, too, became disciples, 
and in the Fall of 1942 the first Hood-conducted course 
in work simplification was organized—the object: to 
provide basic training in this system for personnel in 
supervisory capacities. Managers and superintendents 
became “students” first; later, foremen, and lower level 
supervisors were invited to classes. 


The basic training course required those enrolled 


FILMS ARE used extensively in Hood's work simplification 
program. Motion pictures are studied panel by panel 
(left photo); the center photo illustrates the filming 
process; Hood's dark room is at the right. 
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assure you | DEPENDABLE 
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Mathieson maintains ample Dry Ice stocks in your 

locality — to meet regular requirements — and to 

provide a reserve for extra demands. Each of our 17 

strategically located warehouses are adequately 
MATHIESON staffed and equipped to provide dependable service at 

all times. Technical assistance is available to aid 

in the solution of your Dry Ice problems. 


Contact the nearest Mathieson warehouse — see 
how a Mathieson contract assures you an ample 
supply of top-quality Dry Ice — backed by 
top-flight service. Mathieson Chemical Corporation, 
Mathieson Building, Baltimore 3, Maryland. 


SERVING INDUSTRY, AGRICULTURE AND PUBLIC HEALTH 
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“TRAFFIC COPS” affixed to cup filling machines keep lines 
orderly on conveyor belt. These devices have resulted in faster 
and more efficient production of 'Hoodsies.”’ 








to attend classes one day per week tor four consecutive 


weeks. Fifteen persons comprise each class: they 


and in each 
class can be found milk and ice cream plant personnel 


drawn trom various Hood divisions, 


as well as office workers, distribution and sales super- 
Visors. 
Attendance at these involves an 


Sessions appre- 


ciable investment of time and money on the part of 
the Hood organization. Employees come from all parts 
of New England to the Boston plant, and in many 


travel to attend one 


But results have justified even this 


cases must two days per week 


day ot classes 


expenditure. 





The first day of basic training is devoted almost ex- 
clusively to a study of human relations. An aware- 
ness of the human factor in all phases of work simpli- 
fication is stressed. Supervisors are made to grasp 
common failings of the average person. For example, 
it is pointed out that most people resist change and 
resent criticism. How to allow for this is illustrated in 
the basic training course. 


The key to this problem is said to be found through 
active participation on the part of all persons involved 
in a prospective alteration of method. Whatever the 
goal is, it can best be accomplished with and through 
people—that’s the heart of the matter. 


On the first day of training, Mr. Dunlap stated one 
objective is to create a desire in trainees for the need of 
job improvement. This is carried out through a peg 
board demonstration. Mr. Dunlap asks for two or 
three students to volunteer to fill a twenty-four-hole 
pegboard. Motion pictures are taken of the various 


methods. Differences in methods and layouts are noted. 


When the students have agreed on seven or eight sug- 
gestions for improving the effectiveness of this opera- 


tion, the volunteers are asked to apply these sugges- 
tions to their task. Increased effectiveness amounts to 
an average of thirty per cent. Active participation by 
the volunteers and others in the class accounts for the 
improvement and leaves the students convinced of the 
desirability of making better use of work simplification 
tools and training. As Mr. Dunlap phrased it, “Con- 
version takes place the first day of training; the next 
three days we settle down to business.” 


This “business” consists of a study of the basic tools 


(Continued on page 44) 





ANALYSIS OF 
at Hood's 


workers were superfluous 


sandwich-making operation 
uncovered the fact that two 
In the left photo- 
graph, two girls are employed to divide the 


duction line. But 





ee 


sandwiches as they proceed along the pro- 
when 
freezer achieves the same thing by slightly 
twisting her wrist as the ice cream hits the 


lower wafer, the two workers with the 
spatulas are freed for duty elsewhere in the 
plant. The operation rolls smoothly without 
them [as seen in photo at the right). 


the girl at the 
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“I have just completed placing on location the car- 
load of Dairy-Vend' ice cream venders consigned to 
me at Mojave, California. All the machines arrived 


in good shape and I have had no difficulty with 
them. 


“The machines that I have on location at the Naval 
Ordnance Test Station, China Lake, Cal., have done 
a terrific job. They have proved to be nearly trouble- 
free, and do a nice job of holding the product at 
the right temperature. 


“I am particularly pleased with the storage capacity 
of your machine since I place a total of 276 bars 
in the machine — 59 in the mechanism and 217 in 
storage. This of course is more than you advertise, 
but I find the machine holds them very nicely. To 
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me this total storage capacity is far more important 
than the vending capacity since I can then have @ 
man devote all his time to keeping the vending: 
mechanism full instead of continually hauling to” 
the machine. 





“I am completely sold on your machine, and I ami 
looking forward to ordering more in the not too} 


distant future.” 


JOHN H. YOUNG 
610 Orchid Avenue 
Corona del Mar, Cal. 
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/ 7400 East 12th Street 
Kansas City 3, Missouri 


Please send me a free copy of ‘Automatic Merchandising 
the answer to increased sales and profits 
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> full depth holes hold 10 gallons 


bulk. Picture superstructure and casters 
available at extra cost. 
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MODEL "O-12" 
OPEN TOP MERCHANDISER 





Holds 600 pint packages. 12 cu. ft. 
of usable space. Casters available 
at extra cost. 


CLEARVIEW MODEL :''20” 
SLIDING GLASS TOP MERCHANDISER 


Capacity 850 pint packages. 19.9 
cu. ft. of usable space. Picture 

or mirror superstructure 

optional at extra cost. 












Whether it’s Glass Top, Open 
Top or Extra Capacity — whether 
it's appearance, construction, or 
just plain dependable perform- 
ance — or whether it’s a com- 
plete line with the widest range 
of models in the industry — 
Schaefer cabinets have every- 
thing. Yes, from every angle, 


Schaefer is your best buy. 


SCHAEFER , INC. 


MINNEAPOLIS 
SINCE 1929 


every angle * 
SCHAEFER 5 


CABINETS 


are your 


BEST BUY 





MODEL 8-EC 
EXTRA CAPACITY 





ICE CREAM CABINET 








HOOD'S SAVES time and labor with an efficient system 
of filling two-and-a-half-gallon bulk cans. Before the pres- 
ent method was instituted, three girls were needed to com- 
pose the cartons, fill them and cap them. Now strategic 
layout of materials and a few effective devices for holding 
the Morris “locktop" paper cans enable one girl to keep 
abreast of from 450 to 600 gallons per hour by assembling, 
filling, and applying covers herself. The proof is in the 
photos, above. 


visited the Springfield Plant and observed the opera- 
tion. Believing they had the answer they returned to 
Providence but were unable to duplicate the perform- 
ance. Another visit to the Springfield Plant was equally 
fruitless. The third time Mr. Dunlap took a camera 
with him. Pictures were taken from various angles, 
and these were analyzed. It wasn’t long before the 
reason for the production differential made itself ap- 
parent. 


It seems that a girl in the Springfield Plant had de- 
vised a method of separating the pint containers by 
holding the top one against the ice cream pipe of the 
freezer. She was able thereby to use both hands effec- 
tively to fill the cartons, and her production ratio was 
nearly double that of the girl doing the same work in 
the Providence Plant. When these films were shown 
at the Providence Plant the employees were duly im- 
pressed and production of pint packages soared. 


At this point, Mr. Dunlap anticipated certain ques- 
tions which he felt ice cream manufacturers would 
have on their minds—and on the tips of their tongues. 
“Tt’s all right for a big organization like Hood’s to 
spend all that money for training and materials, but 
what about a comparatively small organization that 
simply doesn’t have much money to spend for this type 
of thing?” “How much does it cost?” “What about 
some rules and regulations for a work simplification 
program?” 


Ready Answers 


Mr. Dunlap had the answers ready. “Nobody is 
too small to install a work simplification program. If 
an organization is too small to warrant as extensive a 
program as Hood has, a less intricate campaign can be 
instituted. A one-man organization can save enough 
steps in a short period of time to make work simpli- 
fication profitable. 


“If the small ice cream manufacturer has got the 
will to do it, only a small expense is necessary. But 
there’s one point that must be emphasized: work 
simplification requires the same time and effort for a 
few people as it does for a great many people. 


“There are no hard and fast rules or regulations 
for the installation of a work simplification program. 
Work simplification never ends. One thing must 
be constantly underlined—there is always a better way 
of doing any particular job. Most of our forms carry 
a notice to that effect. As a matter of fact, we use 
a slogan. It’s this: ‘If an operation goes the same way 
for six months; it should be investigated; if it con- 
tinues unchanged for a year, it is definitely wrong.’ 


“Now that’s not meant to be taken too literally, but 
the motive is. We try to encourage questions by our 
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Ice Cream Merchandising Cabinets 







Compare Them! — feature by feature — and learn why 
the New Nelsons promise even greater selling and profit 
possibilities than ever before! 
* Up to a third more storage space without an increase in 
floor area! 
* Eye-stopping appearance for increased selling appeal! 
* Improved engineering for long service life and lower upkeep! 
* Redesigned interiors for increased serving efficiency and 
storage flexibility! 


& Advanced construction features for better product protection! 
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or again the Leader of the 
industry steps ahead with more of 
everything — in quality, in design, in 

performance, in dependability — more experience, more 
specialized know-how, more satisfied ‘users all over the world 
—than any other ice cream cabinet manufacturer 

anywhere. Nelsons, more than ever, are still é; ~~ 
“Built Up To A Standard, Not Down To A Price.” 


Sead, jor the Mew Nelson Catalog ~ NEL SON ¥ 
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Prompt Shipment From Nelson Warehouses: Chicago - Pittsburgh - Reading, Pa. Dallas - Houston - Highpoint, M,C. - Washington, D.C 
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CLEARVIEW MODEL ‘''20” 
SLIDING GLASS TOP MERCHANDISER 


Capacity 850 pint packages. 19.9 
cu. ft. of usable space. Picture 

or mirror superstructure 

optional at extra cost. 
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Whether it’s Glass Top, Open 
Top or Extra Capacity — whether 
it’s appearance, construction, or ; 
just plain dependable perform- 
ance — or whether it’s a com- 
plete line with the widest range 
of models in the industry — 
Schaefer cabinets have every- 
thing. Yes, from every angle, 


Schaefer is your best buy. 


SCHAEFER, INC. 


MINNEAPOLIS 
SINCE 1929 
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MODEL 8-EC 
EXTRA CAPACITY 


ICE CREAM CABINET 








INDIVIDUAL BRICKS are being turned out 
with greater speed than ever before as a 
result of improvements instituted after a 
study of the operation. Formerly, the 


worker would have to separate each carton 
with one hand, create a stockpile, and then with a spring device virtually places each 
turn to the ice cream in order to fill it carton in worker's hand when she is ready 
{see photograph at left). Now, as indicated for it. Work simplification scores again! 


in the photograph at the right, a receptacle 


} 
| 
. 








of work simplification. All of the techniques and prin- 
ciples of the program are analyzed, and some of these 
are applicable to all departments of the organization, 
and all jobs within each department. Mr. Dunlap esti- 
mates that the meetings allow fifteen per cent of the 
time for lectures, twenty-five per cent for films, and 
sixty per cent for student participation, including the 
use of forms commonly used when a work simplifica- 
tion program is undertaken. 


Some of these forms are unusually interesting. There 
is the “Lick the Problem” form on which problems in 
production, office, sales, or distribution may be listed. 
Nothing is left to chance or haphazard cures. Each 
form allows space for the objective, troubles, “causes,” 
“corrective action,” “responsibility for this action,” the 
date when such action is due to be completed, and the 
date completed. A large “Lick the Problem” form is 
used for group discussions. 


To supplement this form, a “Job Progress Chart’ 
has been developed. One purpose of this chart is to 
measure the effectiveness of an operation after the 
“Lick the Problem” form indicates an improvement 
has been achieved. Actual performance is the test. 


Sull another form used extensively in the Hood work 
simplification program is the “Flow Chart.” This chart 
lists important steps in sequence of a specific job; as, 
for example, the overhauling of a fifteen horsepower 
motor. The chart must be prepared in two sections-— 
one describes how the particular job is performed now, 
and the other lists a suggested method for improve- 
ment. In a sample chart showing the steps involved in 
the overhauling of a motor, application of work sim- 
plification principles reduced the necessary operations 
from thirty to fourteen. 


Since the first basic training class “graduated” in 


44 


December of 1942, more than 750 Hood employees 
have completed this work simplification curriculum. 
In 1944, the Hood management decided to establish a 
full-time work simplification staff, and Mr. Dunlap 
was appointed Director. 

This move was another indication that the Hood 
organization believed the assertion that “Work sim- 
plification is not something you do once in a while, 
It is an integral part of management.” 

In line with this theory, a Work Simplification Coor- 
dination Group and three Work Simplification Devel- 
opment Groups have been established. These Groups 
meet one day each month with all divisions represented. 
In addition, an annual refresher is held for all who 
have completed Basic Training. The idea is never to 
allow work simplification to become a dead issue. Mr. 
Dunlap, of course, supervises all of these follow- 
through programs. 


 ilims | sed } xtensivels 


As was noted above, extensive use is made of motion 
pictures during the work simplification courses. Fur- 
thermore, when a plant has achieved a notable improve- 
ment in any phase of its operation, “before and after” 
films are taken and then shown to employees of other 
plants. These usually illustrate the best known way of 
doing any particular job. The films customarily are 
exhibited during a three-hour session in work simpli. 
fication administered by plant supervisors who have 
completed courses in the Boston plant, and attended 
by plant operators. 

Mr. Dunlap was sold on the value of visual aids 
while he was associated with the Providence Plant. At 
that time he was aware of a more effective pint filling 
operation at Hood’s Springfield, Massachusetts, Plant. 
Mr. Dunlap and several Providence Plant employees 
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Cowboys and ice cream. What a combination for within your plant. Overlooking any of these factors 
could prevent your container from being all you 


kids! Good ice cream and smart packaging. That's : 
hope it will be. 


the combination for booming sales! 
That's why we suggest that if you're considering 


The many details involved in producing just the 7 
. Y eae tl eebaat Jae a change in packaging, you take advantage of our 


right container should be left in the hands of ex- free Puritan Advisory Service right from the start. 
perts. These many details include not only an Address: Kensington, Conn. or 4711 Foster Avenue, 
attractive appearance but efficient performance Chicago 30, Ill. 


THE AMERICAN PAPER GOODS CO. 


KENSINGTON CONNECTICUT © CHICAGO, ILLINOIS 
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HOOD'S SAVES time and labor with an efficiert system 
of filling two-and-a-half-gallon bulk cans. Before the pres- 
ent method was instituted, three girls were needed to com- 
pose the cartons, fill them and cap them. Now strategic 
layout of materials and a few effective devices for holding 
the Morris “locktop" peper cans enable one girl to keep 
abreast of from 450 to 600 gallons per hour by assembling, 
filling, and applying covers herself. The proof is in the 
photos, above. 


visited the Springfield Plant and observed the opera- 
tion. Believing they had the answer they returned to 
Providence but were unable to duplicate the perform- 
ance. Another visit to the Springfield Plant was equally 
fruitless. The third time Mr. Dunlap took a camera 
with him. Pictures were taken from various angles, 
and these were analyzed. It wasn’t long before the 
reason for the production differential made itself ap- 
parent. 


It seems that a girl in the Springfield Plant had de- 
vised a method of separating the pint containers by 
holding the top one against the ice cream pipe of the 
freezer. She was able thereby to use both hands effec- 
tively to fill the cartons, and her production ratio was 
nearly double that of the girl doing the same work in 
the Providence Plant. When these films were shown 
at the Providence Plant the employees were duly im- 
pressed and production of pint packages soared. 


At this point, Mr. Dunlap anticipated certain ques- 
tions which he felt ice cream manufacturers would 
have on their minds—and on the tips of their tongues. 
“Te’s all right for a big organization like Hood’s to 
spend all that money for training and materials, but 
what about a comparatively small organization that 
simply doesn’t have much money to spend for this type 
of thing?” “How much does it cost?” “What about 
some rules and regulations for a work simplification 
program?” 


Ready Answers 


Mr. Dunlap had the answers ready. “Nobody is 
too small to install a work simplification program. If 
an organization is too small to warrant as extensive a 
program as Hood has, a less intricate campaign can be 
instituted. A one-man organization can save enough 
steps in a short period of time to make work simpli- 
fication profitable. 


“If the small ice cream manufacturer has got the 
will to do it, only a small expense is necessary. But 
there’s one point that must be emphasized: work 
simplification requires the same time and effort for a 
few people as it does for a great many people. 


“There are no hard and fast rules or regulations 
for the installation of a work simplification program. 
Work simplification never ends. One thing must 
be constantly underlined—there is always a better way 
of doing any particular job. Most of our forms carry 
a notice to that effect. As a matter of fact, we use 
a slogan. It’s this: ‘If an operation goes the same way 
for six months; it should be investigated; if it con- 
tinues unchanged for a year, it is definitely wrong.’ 


“Now that’s not meant to be taken too literally, but 
the motive is. We try to encourage questions by our 
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employees. Questions by an open-minded person al- 
most always lead to improvement. 

“This all gets back to the common sense approach. 
Work simplification isn’t a list of procedures; it’s a 
way of thinking. Our employees don’t return from our 
courses and sweep into their plants with earth shaking 
ideas that will make day out of night and vice versa. 
What does happen is that graduates of the courses are 
work simplification minded, and they develop this trait 
until they reach the point where they can spot bottle- 
necks and offer suggestions leading to their elimination. 


“And when it comes to the question of how much 
all of this costs, the question should be revised to read 
How much does all of this save?’ ” 

“The fact that the Hood Company has sent four of 
its present employees to Lake Placid for training may 
give you some idea of the value Hood places on work 
simplification.” 


Not Theory But Practice 


This impressive revelation by Mr. Dunlap inspired 
a request for concrete examples of specific instances in 
which work simplification has scored in the Hood Ice 
Cream Plant. A tour of the Boston manufactory pro- 
vided ample evidence. Some of this evidence is docu- 
mented in the photographs accompanying this article. 


DIRECT-DRAW DAIRY FREEZER 
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Worthy of comment is the recently-developed meth- 
od of filling two-and-a-half gallon bulk containers. 
Formerly, three girls were needed to assemble the car- 
tons, fill and cap them. Now, one girl can keep 
abreast of from 450 to 600 gallons per hour by as- 
sembling, filling, and applying covers herself. The 
answer: more effective layout and improved method, 
and a few improved devices for holding the Morris 
“locktop” paper cans. 

Moving along in the Hood plant, the ice cream 
sandwich-making operation was encountered. Four 
girls were busily turning out these inviting novelties at 
an admirable speed. A remark was passed to that 
effect. 


“It wasn’t always that way,” was the answer. “We 
used to have six girls doing the same thing, producing 
the same number of sandwiches per day. A simple 
change of method and two workers were eliminated.” 


Further questioning prompted this explanation. As 
seen in the accompanying illustrations, the original 
operation required the girls to allow the ice cream, 
in a steady stream, to cover the bottom wafers. Then 
the top wafers were applied. Finally, two girls had to 
apply their spatulas to cut the sandwiches apart before 
they were packed in trays and stored in hardening 
rooms. A study of this operation disclosed that if the 
two girls nearest the freezer slightly twisted their wrists 


OPERATION 
CONSTRUCTION 
OWNERSHIP 


WRITE 
FOR 
FREE 

FOLDER 


824 SOUTH WEST STREET 
INDIANAPOLIS, INDIANA 
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NO. 5 in a new, informative series: 


The cause and correction 
of sandiness in ice cream 





You know, of course, how the texture of 
ice cream affects customer appeal. And 
you know how appealing an ice cream is 
that feels smooth to the tongue. 


"Sandiness" is just one texture defect. 
But it is an important one -=- and easy 
to correct. 


If an ice cream feels as if it has gritty 
particles, then it is "sandy." Actually 
those particles are lactose crystals (milk 
Sugar crystals). 


Sandiness is caused by one 
or more of the following: 


1. Not enough moisture. 

Moisture is necessary in 

the mix to keep the lac- 

tose in solution, Lactose 

constitutes approximate- 

ly 51% of the M.S.N.F. As 

compared with other com- 

mon sugars, it is not as 
soluble in water. When the ratio of 
M.S.N.F. to moisture is greater than l 
to 5, you may have sandiness. 





2. Fluctuations in temperature... in 
the hardening room, in shipping and in 
dealers’ storage cabinets. 








5. High cabinet storage temperatures: 
Sandiness develops more quickly with 
continued storage at high temperatures 
(12° = 15° F.) than at lower temperatures. 


Temperatures can be controlled. However, 
in an average mix with 40% total solids and 
60% moisture ... there is a possibility of 
sandiness if the M.S.N.F. exceeds 12%. 








Some ice cream, of course, 
has 15 or 16% M.S.N.F. with 
excellent texture and no 
trace of sandiness. But 
in these cases the other 
solids are generally lower 
than average. So the ratio 
between M.S.N.F. and the 
moisture is still not high- 
er than 1 to 5. 


Ice creams with high M.S.-=- 

N.F. rarely become sandy 

due to insufficient mois- 

ture. They are usually dis- 
tributed under controlled conditions where 
temperature fluctuations are not a serious 
problem. 


The safeguards against sandiness are ob= 
vious from the above: 


1. Maintain the desired temperatures 
uniform throughout storage and distri- 
bution. 


2. Keep the ratio of M.S.N.F. to moisture 
1 to 5 or under. 


Sandiness occurs more often in fruit and 
nut ice creams. These materials tend to 
absorb the needed moisture and also act as 
centers for lactose crystallization. 


7% ‘ 


While stabilizers have no appreciable ef- 
fect on sandiness, a good stabilizer has 
much to do with other texture qualities. 


Swift & Company's Gelox is a balanced sta- 
bilizer for ice cream. When Gelox is used, 
small air cells form in the frozen ice 
cream structure. This leads to a uni- 
formly small crystal formation which re- 
sults in a desirably smooth texture, 


Also, when Gelox is used, freezer tempera- 
tures may be reduced 1° to 1.5° F. in both 
batch and continuous freezers. Lower draw- 
ing temperatures result in a drier ice 
cream which in turn results in better tex- 
tures. 


These are a few reasons why hundreds of 
ice cream manufacturers prefer Gelox. 
They say it gives their ice cream a dis- 
tinctive, strong body and above all, an 
extra smooth texture. 
Order a trial shipment at the quantity price 
for test in your own plant. If not satisfied, 


you may return the unused product for credit 
at our expense. 


Switt & Company 


Stabilizer Department. 
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Makers of Gelox, Vestirine, and 
Vel-0-Teen Stabilizers for ice cream 
ss and sherbets. 
Also Velvatex food gelatin. . 











as the ice cream was applied to the bottom wafers, 
there would be no need for the spatula phase of the 
operation. This was tried, and it proved successful. 
Two girls were then freed for duty elsewhere in the 
plant. 


Greater productivity has been achieved in the pack- 
aging of individual brick portions. Formerly, the 
operator had to use both hands to separate the cartons, 
preparing for herself a small stockpile and then turn- 
ing to the ice cream in order to fill the package. Now, 
as illustrated in the accompanying photographs, she is 
aided by a spring-type device which propels the car- 
tons, one at a time, to the top of an appropriate re- 
ceptacle, enabling her to grasp a carton and fill it 
virtually simultaneously. 


Speeding Up Cups 


At one time, Hood’s had a problem with the con- 
veyor set-up during the manufacture of its “Hoodsie” 
ice cream cups. Large-scale production schedules fre- 
quently resulted in jamming up of the conveyor, espe- 
cially when the cups rammed into each other, turning 
over, and zig-zagging across the conveyor. A simple 
device applied strategically to the conveyor belt now 
serves as a “trafic cop.” This route director maintains 
uniform columns on the conveyor belt, assures a free 
flow to the hardening room and has resulted in stepped- 
up production of “Hoodsies.” 

There are many other examples of the benefits of a 
sound work simplification program to be found in the 


Hood plant. 


Well-conceived arrangement of valves and equip- 


ment enables but one man to handle the complete 
weigh cycle in the ice cream plant. One man can 
weigh 1400 gallons per hour, and it doesn’t take him 
many steps to perform this. Automatic timing devices 
are used extensively to increase the individual worker’s 
capacity to manage several functions. 


Daily Schedules 


Production of ice cream on-a-stick has been stimu- 
lated by a clever arrangement of workers along a 
lengthy conveyor belt. Four girls, seated at equal in- 
tervals, pick up the bars as they pass by, place them in 
wrappers with the aid of individual air-pressured pack- 
aging units, and box two dozen at a time with the help 
of a spring-type box receptacle which places a folded 
box at each yirls fingertips whenever she is ready for it. 

Daily schedules, posted each evening, list the pro- 
duction program for the next day and advise each em- 
ployee where he or she is to report, and at what time. 
This saves time and effort in appreciable quantities. 

In the plant offices, the layouts are so arranged as to 
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HAROLD G. DUNLAP is 
Hood's Work Simplifica- 
tion Director, and guiding 
hand behind the system 
that has saved the New 
England firm time, effort, 
and, of course, money. 





save as many steps as possible. Furniture is functional 
and modern in style. An inter-ofice communications 
system and an inter-plant public address system make it 
relatively easy to reach any employee at any given time. 


Even the porters and sanitation staff have been con- 
sidered in the work simplification program at Hood’s. 
Hundreds of steps are saved each day because each 
worker is provided with a portable truck on which he 
can carry all the materials he needs for the clean-up 
operation. 


What About The Employees? 


The question was raised as to the employees’ reaction 
to the work simplification program. Is participation 
as extensive as the Hood management would like it to 
be? How do the plant workers feel about eliminating 
each other’s jobs? 

The answers to these questions, as furnished to the 
Ice Cream Fiexp reporter, make evident the fact that 
both labor and management benefit substantially from 
a successful work simplification program. 


First of all, it should be noted that the employees are 
extremely enthusiastic about the results of the program. 
As was shown earlier in this article, nobody is asked 
to work any harder—“just smarter.” In many cases, 
work simplification has meant easter working condi- 
tions for the plant employees. The relationships be- 
tween the employees and management are improved. 


Secondly, the employees are pleased that their sug- 
gestions are encouraged by the management. They 
take a more concerted interest in the welfare of the 
Hood organization as a result of the participation pro- 
gram. Results are better for all concerned. 


Thirdly, and perhaps most important from the em- 
ployees’ standpoint: no employee is ever discharged be- 
cause of the work simplification program. This means 
an unusually low rate of personnel turnover, always an 
increase in profits. 

With employees happier and therefore more produc- 
tive, and employer able to count on additonal profits, 
the benefits of work simplification are apparent to any 


visitor to the Hood Ice Cream Plant. 
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Open.your ice cream season with a burst of 





coior. W & S Muiti-C : Thee oliella 
or toasted—gets you off to a flying start 
Tathisl-m tela) ol-s4hih-Mgel aM lel mala - Mad -loluamelelilelalelel= 
This newest W & S Dry Coating for ice crean 
lola MelaleMalle(e[-Molela wm elit wm ZelUMmuill(-t Melal-tele Mola 


two counts—eye and taste appeal. 


WAtohsm olgele tla -Misltm ole) oll leigh vam oldia-toM Ub alla mmole]: 
with ROTO-KOTER* —the only fully automatic 
aileldallal-Meydaliaammelelelaelali-1-0 i o\-1ai-la meek 7-1aelel- Malia 
Sidlam-reelalelsh amlamailehi-idlelmelale Mel olols 


sy ola malohumelame mel! laal-S anol olaehiLmmuteL <-m Zell: 
lela ial -Meleki mel atsal-Miel aah : 


| WOOD & SELICK rorekeie. xe 


36 HUDSON STREET * NEW YORK, N.Y 


NEW YORK + BALTIMORE + CHICAGO 








How About 
That ? 


BY HOWARD B. GRANT 
Publisher, ICE CREAM FIELD 


ORE and more these days we 
hear the cries of the retailers. 
They 
money on ice cream and won’t stir 
themselves to a greater effort. So 
they abuse the ice cream manufac- 


can’t make enough 


turer. often by slow payment of 


bills. 


It is true that the average retailer 
is buying heavily on fountains, cab- 
inets, drink mixers and other equip- 
ment. He anticipates curtailed pro- 
duction and shortages. At the same 
time in his home, he’s buying a TV 
set, kitchen, laundry, and other ap- 
pliances. As he digs into cash re- 


sources tO meet these payments, 
something else is lefr unpaid. 

Too often that “something else” 
is the retatler’s debt to the ice cream 
manufacturer. The storekeeper rea- 
sons that he buys all his ice cream 
trom one source, so that firm can- 
not complain if extra time is taken 
Ir 1S 


an outgrowth of the retailer's belief 


In paying of ice cream bills. 


that the ice cream manufacturer will 


buffeted between the ice cream man- 
ufacturer on one side and the con- 
sumer on the other. To illustrate, 
one querulous character tells the 
story about P. T. Barnum and his 
circus sideshow. 


One season Barnum placed a lion, 
tiger, and a goat together in one 
cage. A woman congratulated the 
showman on the dramatic stunt. 


Thank 


P. T., “but it’s a bit expensive to re- 


you, madam,” replied 


place the goat each morning.” 


It’s easy to see that the retailer 
thinks of himself as the goat be- 
tween the manufacturer and the con- 


Unable to seek satistaction 
elsewhere, he takes it out on the ice 
cream manufacturer in abuse and 
slow payments. 


sumer. 


For the idea shown in the accom- 
panying cartoon, Ice Cream FieLp 
would like to thank Claude Reed, 
President of Whirla-Whip, Inc., and 
also head of the Reed Ice Cream 
Stores. Mr. Reed has demonstrated 
that he is cognizant of the retailer’s 
need to make more money on ice 
cream. Mr. Reed’s venture into the 
equipment business is an outgrowth 
of his conviction that both the ice 
cream manufacturer and the retailer 
can work and profit together. 


HOW ABOUT THAT 


YOU'RE 5 MONTHS BEHIND 
ON YOUR PAYMENTS ! WE 
SEND BILLS BUT YOU 


AWL IT'S JUST 
AN OVERSIGHT... 
MY CREDIT'S 


IGNORE THEM! THE BOSS 
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Ty SORRY I'M1iS Wy THAT'S NO EXCUSE! 


S MINUTES LATE... 
mB MY TRUCK GOoTZs 
A FLAT! 


I ORDERED THE ICE 
CREAM ' 
HAS You ANY 
NO CONSIDERATION 
FoR ITS CUSTOMERS? 
DO YOU WANT ME TO 
GO OUT OF BUSINESS? 
IF I DON'T GET FASTER 
VICE I'LL Buy MY 
aca ELSEWHERE! 
FURTHERMORE.... BLA... 
BLA... BLA.... BLA... BLA... 


through simple missionary work, gets LA _- . sali | 7 


do, or give, anything for his busi- 
ness. 

Obviously the retailer is doing the 
ice cream manufacturer a gross in- 
justice. It is our job to make him 
understand how important ice cream 


is to the toundation ot his 


store 





trade. [The ice cream manutacturer 





the retailer to respect him and han. 
dle his product properly. Only when 
he understands how ice cream will 
build trafhe 


drugs, and sundries will the retailer 


for < and\ . cigarettes, 


respect and meet his obligations to 





> “o ” . »Ty » ~ 
the ice cream department. rere 


Whirla-Whip, Inc. 


Too many retailers teel thev are 
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Your delivery units are part of your prod- 


uct packaging. They must protect what they 
advertise and advertise what they protect. They 
must reflect the cleanliness, the goodness of 
your products. Only a beautiful Batavia Refrig- 
erated Body fills all these packaging require- 
ments to the utmost degree. 


Yet a fleet of Batavia Refrigerated Bodies, 
though a mark of success, are not a luxury. Ba- 
tavia Refrigerated Bodies provide the long-time 


lowest cost refrigerated delivery available — 
through precise control of quality, long-time 
beauty, and low maintenance cost. A Batavia 
Refrigerated Body is truly a prize package. 


And reflecting Batavia /eadership in refriger- 
ated delivery, these distinguished bodies are 
now available with a self-contained hydraulic 
refrigeration system driven by the truck’s own 
power take off. Write for the facts on this cost- 
saving development. 


Control of quality cannot end until 


Batavia engineers study a problem 
your product is delivered. 


Batavia makes the delivery body o 
custom designing. 


of modern merchandising. 
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Conveyors Mean 
Efficiency Plus 


pe cream plant managers everywhere agree on cer- 
tain basic principles in regard to the profitable 

operation of their businesses. Briefly stated, they 
are: (1) If you save labor, you'll save time. (2) If 
you save labor and time, you’l! save money. (3) If you 
save money, your profit sheet wii be a joy to behold. 
It’s no wonder, then, that ways and means of solving 
dificult tasks are under constant surveillance. 

One of the most awkward and time-consuming jobs 
in an ice cream plant is that of moving packages from 
the hardening room to the loading dock, and loading 
them into trucks. This is especially true in larger 
plants, where a wide variety of packages, located in 
various parts of the hardening room, must be loaded 
into each truck. 

Many experienced ice cream plant superintendents 
support the idea that the best solution to this problem 
is a conveyor system designed to function with a high 
degree of flexibility. 

One system of this type can be found in the plant 
of the Hershey Creamery in Harrisburg, Pennsylvania. 
With the processing room and hardening room located 
on different levels, it is frequently necessary to elevate 
ice cream packages from floor to floor. To meet this 
need, an ascending package conveyor was installed. 
This, as seen in the top photograph at the left, is in 
the proper position and at the proper height so that 
ice cream packages can be placed on it as soon as they 
are sealed. The conveyor enters the hardening room 
through a special insulated door, also seen in the top 
picture. 

At this point, a plant employee located in the har- 
dening room stores the ice cream after removing it 
from the conveyor. 

The center photograph at the left shows the path 
of this conveyor through the hardening room, and the 
arrangement for carrying packages down to the de- 
scending chute on its way to the loading out platform. 
Note the convenient working height of the conveyor, 
and the comparatively me floor space for the area 
serviced. 

The terminating point of the conveyor system is the 
loading dock. The bottom picture at the left shows 
this phase of the distribution procedure. This partic- 
ular photograph was taken at the Abbotts Dairies ice 
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tvery day...and TWICE on Sundays 
Thinagheds thé Siorine 


That's just an idea of how often Popsicle Sales 
R ores _) messages will reach your customers in ‘51! 
eg )) ‘Jo-Lo’s biggest advertising effort features: 


ae 





> hs 


“> 


& More and more colorful point of sale pieces and 
merchandising aids. 
Broadcasting 


& Full page, full eoler 


eneiick w GOTT? 
tt Jo-Lo's Sunday Punch 


@ An even larger premium program — we've already @ 4-color ads in the comic _— of 88 
printed over 15 milton giv Nets. of America’s largest Sunday newspapers 


gs Expanded Driver Bonus Plan with bigger — reaching 29 million families 
than ever prizes. from coast to coast. 


Ves, your customers... the children of America... 
will recieve sales messages every day and twice on Sundays from... 





Fud¢gsicile"” Creamsicie°? 
Dreamsicie’? Ice Cream 7 


® “POPSICLE”, “FUDGSICLE”, “CREAMSICLE”, and “DREAMSICLE”, are registered trade marks of the Joe Lowe Corporation, N. Y.,N.Y. 


Aes ae So Be eo ee ee 


403. WEST 26th STREET = HEW VYORn 1; Haw Foren 
400 WEST OHIO ST 2744 EAST 11TH ST 100 STERLING ROAD 
CHICAGO, ILL LOS ANGELES, CALIF. TORONTO, ONTARIO. CANADA 
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cream plant at Second and Lombard Streets in Phila- 
delphia. Here trucks are loaded by means of a mobile 
loading out section. This section, consisting of a roller 
conveyor, is mounted on a vertical track built into the 


power conveyor frame. It can be moved into any posi- 


tion along the loading dock, so that drivers do not have 
to waste time backing into one exact spot, and the unit 
can be moved quickly from one truck to another. As 
a result of this system, Abbotts has been able to effect 
faster and easier loading that requires less labor. 

Abbotts, incidentally, has an extensive system of con- 
veyors in its plant. In one operation, for example, 
packages from the upper level of the hardening room 
are shunted onto either of two conveyor lines by means 
of a descending slide, which is counter weighted and 
pivoted. When packages come through on the lower 
level conveyor, they lift the slide up and pass under- 
neath it. As soon as they have passed, descending 
packages continue their travel. In this way, packages 
from two different areas of the cold room can be 
combined into one line. This one line can be directed 
to either of two loading docks, depending on which of 
the two parallel lines the descending slide is attached 
to, according to Mojonnier Bros. Company, manufac- 
turer of the conveyors and other efficiency products 
for the dairy industry. 


Increasing Freezer Capacity 


Another trend discernible in the plants of leading 
American ice cream manufacturers is one calculated to 
increase appreciably the capacity of freezers. Cold 
wall tanks, with cooling surfaces built into the wall 
of the tank, permit cooling of the mix to low tempera- 
tures. By use of direct refrigerants for cooling, the 
temperature of the refrigerant may be set at or below 
the freezing point of the product, thus permitting 
extension of freezer capacity. 

The photographs on this page show Mojonnier 
4,000-gallon tanks in the plant of the Orrville Con- 
densed Milk Company in Orrville, Ohio. Ice cream 
mix has been cooled to 28 F. in these tanks, without 
freezing on. Tanks are installed with all front heads 
exposed to the weather. All controls are located in 
stainless steel panel boards near the front of the tanks. 
In this way, tanks can be closely controlled with a min- 
imum of effort. 








You Make more Mone) With FRANKLIN REFRIGERATED BODIES 


% Made of Steel Electrically Welded for Strength and 
Lightweight. 


% Incorporate every known improvement which means 
the right design and the proper features for your needs. 


*% Greater payloads at lower operating costs. 


Write today for a quotation on your particular problem, 
whether it is a replacement or a fleet edition. 


Get our prices before you buy! 


FRANKLIN 
BODY & EQUIPMENT CORP. 
1042 DEAN STREET BROOKLYN 16, N. Y. 
Tel.: STerling 9-5400 
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Year in—year out ... Vanilla is your gallonage leader . . . 
provides you with at least half of your business. So it makes 


sense then, to use a Vanilla that has a reputation of quality 





: behind it—the kind of vanilla that establishes your reputation 
Vanilla +7 Pure— 


... and makes them come back for more! 
The trend is towards pure vanilla 
—and the trend for the best in 
pure vanilla is towards Virginia 
Dare’s 27. Well aged—smooth 
—this blend of the finest Mexi- 
can and Bourbon beans is your 


magic formula for the “finest 
Vanilla Ice Cream in Town!” 
Three Star Essence— 
*s 


Queen of Compounds—mellow, 
rounded, aged. All the delicate. 
fruity, character of Pure Vanilla 


intensified to make a compound 


Write for samples or contact your Virginia Dare Representative. 





that combines quality § with 
economy. 


Also a Complete Range of Va- EXTRACT co., Inc. 
nilla Compounds and concentrates. Bush Terminal Building No. 10 
| Brooklyn 32, New York 
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‘T \HE recent technological advances in dairy pro- 


cessing and dairy equipment offer many possibil- 

ities to the dairy manufacturing concerns every- 
where to make economically important improvements 
in their production efhciency and in their product qual- 
ity. 

We in Abbotts Dairies have given much time and 
thought to trying to make every use of the new tools 
and new methods available to us. We are striving, 
just as your company is, to produce the highest quality 
product possible at the least final cost to the company. 
There have been, and are many problems for which a 
satisfactory solution is necessary. 


One such problem was that of attaining lower costs 
of handling and processing of mix-making ingredients. 
One of the first items of cost that could be cut was 
that of transporting and handling of butterfat and 
M.S.N.F. coming from the country plants to be used 
in ice cream. The new system employed the use of 
frozen 80 percent cream, condensed milk, liquid sugar 
is now all handled in bulk tanks for shipment and 
storage. This change from cans and 100 pound bags 
eliminated our previous means of determining accu- 
rately the number of pounds of these materials that 
we use in making each batch of mix, so we now had 
need of a new system of measurement for these ingre- 
dients. This need was satished with the Flowrator 
units whose range of accuracy is between one and two 
percent, and whose design and finish meet the demands 
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BY ROBERT K. LAWHORN 


Abbotts Dairies, Inc. 
Philadelphia, Pennsylvania 


of the various Public Health agencies under whose 
supervision we operate. At the same time we started 
to use a new type of heater and a machine for incor- 
porating the frozen 80 percent cream directly into 
flowing warm mix. 

The heater that we installed is a 40,000 pound per 
hour Ste-Vac unit with automatic temperature con- 
trols. An internal tubular heater acts as a pre-heater 
in the system. For the most successful temperature 
control by these units the mixture supplied to them 
must be of a reasonably uniform temperature. 

Considerable time, effort and money was put forth 
by Abbotts Dairies, Inc., in developing the machine 
capable of shaving frozen 80 percent cream in a sufh- 
ciently rapid, economical and sanitary manner. The 
machine that has been developed consists of a hydraulic 
piston to force the 20-quart cylinders of 80 percent 
cream against a spinning blade which reduces the fro- 
zen fat to a flaky, easily melted and dispersed mate- 
rial that is dropped into warm flowing mix ingredients. 
The machine also slits the single service paper carton 
to facilitate its stripping from the cream. Frozen egg 
yolk and chocolate liquor are also put through this 
cutter. Each 20-quart cylinder requires 16 to 20 sec- 
onds for this operation. 

Since we were quite well convinced that at a future 
time the installation of a H.T.S.T. system of pasteur- 
ization would enable us to attain the volume of mix 


(Continued on page 105) 
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illustrated 
Over 300 pint 
package capacity 


for packaged ice cream and related products 





Only a manufacturer like JORDON — whose men “live on the merchandise selling line” 

could come up with a sensational success like the ICE CREAM MART, a complete home 

refreshment department with the “Reminder Shelf” superstructure for related items that suggest extra 
use of ice cream at home. % JORDON thinks your way when designing new equipment. That is why 
manufacturers and distributors get “cream locations” and easier entry to big name retail outlets 
when JORDON is the promotion equipment. x Right now, with the season just opening, is the time to 


investigate JORDON. Our trained field representatives cover all sections of the country. 


JORDON manufactures a complete line ae Is = i aq » 
of commercial refrigeration equipment - > eee 
including ice cream merchandisers with ‘ 7 , 

sliding glass lids, and larger merchan- 


dising units as illustrated to the right. 








: — — ‘ 
— == = F ; me — DP Ga, 
— Le ee) 12 a ee 
factory ont) Salen Division JORDON REFRIGERATOR CO. 
58th Street & Grays Avenue, Philadelphia 43, Penna. 


Exclusive Export Distributor — JOSEPH MILLER, 11 Broadway, New York City 4, N. Y¥. * Cable: JOMILLER 
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Timely Topics 


WO examples of modern dairy equipment developed 

by the Girton Manufacturing Company are illustrated 
below. The top photograph shows the Kleenrite sanitary 
pipe cleaning unit, a machine designed to perform all the 
operations essential to the cleaning of sanitary piping. This 
stainless steel unit soaks, mechanically scrubs and then rinses 
all sizes of sanitary tubing. It is said to be particularly well 
adapted for use with new cleaning methods which use or 
ganic acids as the cleaning agent. 


My 


ity 


\’ 


VANILLA 








If awards were handed out...P&S Vanilla 
Extracts and Flavors would capture the 
loving-cup market! 


But “awards” are handed out “over the 


counter” in the form of sales . . . and you 


get the sales when P&S flavors make your 


finished product the popular flavorite! 





Try P&S Pure or Imitation Vanilla Extracts, 


Flavors, Concentrates, or Powders and be 


| The bottom photograph illustrates the Girton washer for 
convinced! ice cream molds and stickholders, which will wash molds and 
stick holders separately or intermixed. Hardening baskets 
DO can also be cleaned with this equipment. These washers are 
N'T GUESS made in two models, a heavy duty machine for high produc- 
USE .. E 
1S 


tion demands, and a standard model where heavy production 
is less essential. 


* * * * * 


Ice Cream manufacturers have been using quaternaries as 
POLA a disinfectant and sanitizing agent since 1944. It has been 
f & SCHWARZ, INC. found that in addition to being an effective disinfectant, 
667 Washington St., New York 14, N. Y. guaternaries de strovs odors at thetr source. 
Midwestern Office: 173 W. Madison Street, Chicago 2, III. 
Representatives: Milwaukee - Los Angeles 
Canadian Office: Polak & Schwarz (Canada), Ltd. 
Box 39, Station “'H,"’ Toronto, Ontario, Canada 


One of these quaternaries is Timsen, a granular concen- 
trate manufactured by Theo. Ross Associates. A new auto- 
matic process, based on the “fluid spheroidizing”’ principle, 
creates a continuous stream of tiny, individual spheres of 
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First catch of the season—and worth 
all the time and trouble it took to get to your 
favorite stream! You get the same satisfaction 
when your “know-how” turns out a top 
quality product—a product that repays your 
judgment with stepped-up sales. 

No doubt sugar has contributed largely 
to your product’s success. Its quality 
is uniform, it has more sweetening power, 
and brings out better than other agents 
the fine flavors of higher-priced ingredients. 

If you want certain acceptance 
for your product—as who doesn’t? —you'll INFORMATION 
use the best bait—sugar. It pays 
off in solid satisfaction! ow vanes 
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Included in the publication is an insert showing 139 color 
chips in a variety of finishes; the most wanted colors in 
America; lead and zinc exterior paint; permanent greens; 
and enamel and other interior and exterior finishes. Each 
of the products is described concisely. Other valuable in- 
formation related to painting is contained in the catalog, 
copies of which are available on request. 


7 * * * ~ 


The Fuller Brush Company is featuring its line of Fuller- 
gript refillable dairy tube brushes to clean sanitary pipes, 
cooler and refrigerator tubes. The firm states that brushes 
include “a unique type of construction in which the brush 
material is securely anchored in a metal channel backing that 
may be formed in any shape.” Other features are a non- 
corrosive core, a close-wound frip to form the coil, and a 
rey er sible coil. 


ACTUAL SIZE: 
Tw"t Tul 2%" 








Timsen in ustform size Machinery has been developed to 
package a precise amount of the concentrate in individual 
cellophane pac kets on a continuous roll. A new box was 
created (see accompanying illustration) to dis pe nse this 
unit pac kage Additional information about the use of 
this product 1s available on request. 


* * » * * 


MORE THAN 150 PAINTS, varnishes, and enamels 
are described in a new catalog now being distributed by the / 

M. J. Merkin Paint Company, Inc. The catalog is designed 

“to aid dairy products producers in selecting the right paint Some of these brushes are illustrated in the accompanying 
for the right job.” photograph. Refills are manufactured with a choice of brush 





Limp nd ¢< 
BANANA @ LIMPERT’S 


Write or wire for complete details Mee Fy! 


and samples of colorful display FOR MAY 
materials. Be safe... Order now. STRAWBERRY 
COCONUT 
PINEAPPLE 
FREE!! 
Colorful Streamers for 
Limpert's Monthly Specials 


BROTHERS, INC. VINELAND, N. J. 
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In making MASSEYS quality vanillas, prime, perfectly cured 
vanilla beans are placed in a percolator. They are then sub- 
jected to a menstruum of the correct proportion of alcohol 
and water to extract their finely developed flavor, no heat 
whatever being used. 


it cannot be other than a fact, therefore, that such a vanilla 


is one by which all other vanillas can be judged. 


Drop us a line today for a trial gallon of the type 
and strength, you prefer. Satisfaction is guaranteed 


or your money back. 


in times of war and peace, you can depend upon 
MASSEYS vanillas to be of uniform high quality and 


strength shipment after shipment, year after year. 


MASSEYWS VANILIAS Znc 


Vanilla Specialists 


1214-16 WEBSTER AVE., CHICAGO 14, ILLINOIS 


Buying and Curing Plant: 


inspecting Vanilla Reans at Masseys Vanillas 


Mexi rl Pi 
LIBERTAD 62, GUTIERREZ ZAMORA, VERA CRUZ, MEXICO exican Corng Pleat 


Jae @eWo Visi Vanillas prea 


materials specifically selected for use in dairy tubes. Brushes 
are available for pipes from %” to 4° O.D. 


* * * * * 


SANITATION FIELD TEST SETS have been 
created by Klenzade Products, Inc. Field men, non-technical 
plant men, industry sanitarians, and official agency represen- 
tatives are now able to make numerous sanitation tests 
quickly and easily with new simplified equipment and meth- 
ods, a Klenzade spokesman said. 
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Among the these that can be made with these sets are 
pH test, alkaline detergent test, chlorine test, quaternary 
test, water hardness test, ABCB caustic test, and others. The 
accompanying photograph illustrates the comopsition of these 
sets. 


i we tae Se 


“Diamond Neutral 50 Cleanser”--a new development in 
surface cleaning chemistry designed specifically fo promote 
more effective and economical dairy plant sanitation—is the 
subject of d six-Pdge, pocket-size pamphlet pust issued by 
Diamond Alkali Company. 

The folder tells how this highly concentrated, completely 
soluble detergent combines complex phosphates and synthetic 
wetting agents to provide safe soil-penetrating, dispersing 
and emulsifying action as well as free rinsability. Directions 
for using this multi-purpose cleaning comtound are also out- 
lined. Copies are available on request. 


* * * * * 


TO HANDLE “HOT” JOBS, plant workers now 
have access to “heat-resistant, flame-resistant” gloves, note- 
worthy for their comfort and flexibility. Known as Jomac 
gloves, they have been placed on the market by the C. 
Walker Jones Company. 

According to the manufacturer, Jomac gloves can be 
washed or dry-cleaned repeatedly without impairing their 
quality and without pressing and forming afterwards. The 
gloves are interchangeable—that is, any two Jomac gloves 
make a pair. Both lined and unlined types are available in 
saftey cuff, gauntlet style, and elbow length gauntlet. 

(Continued on next page) 


bis AA SE AE, ORL 609 Lote pein” 2 Mee 2 ter 


: 
» 
é 
x 
| 
£ 
4 
; 





ie Ad oe SP le SAR 








Senairmenere ar ey 


| 
| 


oy 





| MMEDIATE S A L E 


STICK CONFECTION EQUIPMENT 


Due to Government stock piling of such critical 
metals as stainless steel, copper and tin, we are 
compelled to discontinue the further manufac- 
ture, for the time being, of certain lines of equip- 
ment which we now have in stock and are offer- 
ing for immediate shipment subject to prior sale. 


NEW EQUIPMENT 


2—twenty mold brine tanks 





5—-twelve mold brine tanks $.S. 
3——six mold brine tanks $.S. 
8—chocolate dipping tanks S$.S. 


5——Junior defrosters $.S. 


Used & Reconditioned Equipment 





2——semi-automatic sr. defrosters $.S. 
36—Anderson ‘“‘twin"’ stickholders 


1—Anderson +183 manual § stickholder 
loader 


34—MA&L twin 4 fl. oz. molds 
30—MA&L single 3 fi. oz. molds 


SPECIAL OFFER 


4— automatic bagging machines (new), 
List Price $3,025 


Sale Price ° $2,000 

















We now have in stock, and hope to continue to 
have, these essential pieces of equipment: 
M&L single molds—twin molds—‘COLUND” 
universal stickholders (for single and twin stick 
pieces )—Precision 24 grip single stickholders— 
M&L CONVERTER for making 2 oz. pieces— 
M&L, direct from the freezer, fillers, for molds 
and all cone products. 





Our complete line of “HAPPY DAYS’ supplies: 
bags, sticks and flavors are available for immediate 
shipment and PRICED RIGHT! 


Write for price of listed equipment and our complete 
line of supplies. 


MAUN AND LUND Inc. 


5860 Northwest Highway Chicago 31, Illinois 











With manpower becoming increasingly scarce, 1ce cream 
manufacturers throughout the country are making greater 
use of modern packaging equipment which minimizes the 
importance of skilled labor. This equipment also serves to 
reduce packaging costs and increase plant production and 


efficiency. 
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A good example of this type of equipment is illustrated 
above. It shows the Anderson Bros. Manufacturing Com- 
pany Model 145 automatic pint packaging machine for the 
#2 Philadelphia linerless style cartons in use at the Allen 
Ice Cream Company plant in Rockford, Illinois. Three 
workers turn out approximately sixty-five pint packages per 
minute with this equipment. 


x *« * * * 

RECENTLY REMODELED AND DESIGNED 
for heavy duty work, the “Lazy Boy” pot and pan washer 
has been placed on the market by Barton Products, Inc. 
Brushes have been standardized so that any fibre, nylon, or 


bronze brush may be used to clean small utensils and large 
equipment with equal ease. 
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The “Lazy Boy” (illustrated above) may be conveniently 
mounted on the wall above the manufacturer’s sink, and 
does not take up any ‘loor space. 

* * * * * 

The J. 1. Holcomb Manufacturing Company, which has 
been in business since 1896, has recently issued a Milk In- 
dustry Catalog which describes the firm’s line of cleaning 
tools and chemicals. The company manufactures many prod- 
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ICE CREAM WON'T MELT 
ON THE WAY HOME 
IN A JIFFY INSULATED BAG 


%. 
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ucts designed to help food plant managers maintain high 
sanitary conditions, 

A great variety of brushes for in-plant cleaning is fea- 
tured. Copies of the catalog may be had on request. 

* o . . ad 

BALLARD ICE CREAM COMPANY, Indianapolis, 
is reported to have one of the largest sectional hardening 
rooms ever installed in an ice cream plant. Pictured below, 


A complete line of rotary booster compressors for ammonia 
and freon application has been developed by Freezing Equip- 


ment Sales. Inc., York, Pennsylvania. 


the room measures sixty feet long by twelve feet wide by 
eight feet high. It is divided into two equal sections. 

Each section is operated independently by a 7'. H. P. 
freon unit with auto-electric defrost blower coils. Eight 
inches of insulation, metalply construction, and three can- 
passing doors which facilitate loading and unloading are 
other features, according to the manufacturer, Reco Products 
Division of the Refrigeration Engineering Corporation, Phila- 


delphia. 


Compact design and versatility of drive arrangement make 
it possible to install refrigeration capacity in what was 
formerly considered waste space in the engine room. Com- 
pressor drives are arranged for direct connection to the motor, 
conventional V-belt drive with the motor mounted beside the 
unit, or vertical V-belt drive with the motor mounted above 
: the compressor. Refrigeration capacities from two to 250 


tons are available in a series of twenty-one compressor sIZeS. 


Make thea FEA gyre auctor 
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WILBUR 
CHOCOLATE 
PRODUCTS 


Give your Ice Cream that 
“Let’s have some more” taste 








WILBUR SUCHARD CHOCOLATE COMPANY, INC. ¢ LITITZ, PA. 
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THE SEMON DIVISION OF 


GENERAL ICE CREAM CORPORATION 


PACKAGES WITH 


Grea 
ICE CREAM 


PACKAGING MACHINE 


Sealtest ice cream is packaged on this Pure- 
Pak Senior Automatic at the rate of 10,000 
to 15,000 gallons weekly in the Semon 
Division, New Haven, Conn., plant of the 
General Ice Cream Corporation. Albie 
Booth, former Yale football star, is Plant 
Manager of General's large, New England 
plant, assisted by Lawrence Longley, Plant 
Superintendent. The operator shown in 
the photo alongside is Carl Youngquist. 
This is one of the first plants in New 
England to use the continuous freezing 
method and to package ice cream in paper 
containers ... The Pure-Pak Senior Auto- 
matic packages No. 2 Linerless Pints, No. 2 
Linerless Quarts, or Ice Tray Packages— 
in one, two, or three flavors. 





ICE. CREAM MANUFACTURERS PREFER 
Pure Pak MODEL SP AUTOMATIC FOR MAKING 


SMALL PACKAGES up to 110 per min. 


PACKAGES 5 SIZES Sizes to meet your local requirements; 
3.2 o., 3.5 oz., 4 o7., 5 oz., 6 oz. including Spoon-Pak in 4 to 6 oz. sizes. 

Speed for volume production. Precision- 
VARIABLE SPEEDS 30 to 110 PER MIN. built in Ex-Cell-O’s Detroit plants. Avail- 
PORTABLE—COMPACT—EFFICIENT 


able on lease-rental, or outright purchase. 
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MAIL THIS COUPON 


ee J U NIOR” PURE-PAK DIVISION, EX-CELL-O CORP., DETROIT 32, MICH. IcF 195 
AUTOMATI C Send specifications on Model SP ice cream packaging machine carton sizes: 
: 


Ice Cream Packaging Machine LJ; Sen L] 3.5 on. (] 40x. C) Sex. CO) 6x. 


Automatically forms, fills| | “Junior” Automatic ice cream packaging machine 
and closes No. 2 linerless| 

pint 

Also available for No. 2 

linerless quart, or ice tray Name 

package 


Packages 1, 2, or 3 sepo-| 

rate flavers Address 
Send for information on any or all Pure-Pak! 
Ice Cream Packaging Machines—use coupon. 
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Po twe’s a pretty grand gal and we're among 


her most enthusiastic rooters. On our Puerto 

Rico experimental plantation, we do everything 
possible to coax the world's finest 

vanilla beans out of her... 

But it takes a solid assist from science before 

the true potentialities of the vanilla bean can be 
realized. (Here's where Michael magic comes 

in!) By artistic blending of selected vanilla 

crops from Puerto Rico, Mexico and Madagascar, 


we balance the qualities and characteristics of 





each and achieve a high degree of uniformity. By adding 
vanillin (derived from tropical spices), we reinforce 
the fragile delicacy of true vanilla flavor and aroma 


and capture that piquant subtlety which is the secret of 


ear IAEreD ovEmnceE 
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Mixevan's superior appetite appeal. 


We suggest you try your own experiment. Make 








up a batch of vanilla ice cream, using 


ee eM oo 
* . cor eee ee, 


Michael's Mixevan. Taste the difference! 











The same painstaking “know-how” 
goes into other fine Michael's products 
for special uses: 


TRUE VANILLA SUGAR 


\ | s a for custom made ice cream 
, } : | ‘ : TWIXT for popular-priced 

( c ( S ice cream 
CREST for use in novelties 


\y » Gwe ETE ES DAVID MICHAEL & CO., Incorporated 


Half a Century in the Flavoring Field 
3743-63 D STREET - PHILADELPHIA 24, PA. 


The Powdered Vanilla with the Locked-In Flavor 


For further information and prices see our representative or write direct 
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LL the razzle-dazzle appropriate to Times Square 
A was incorporated in the maneuvers plotted by 
the Liggett-Rexall drug chain management last 
month as part of the celebration marking the comple- 
tion of renovations in the firm’s store located in the 
heart of New York City’s Gay White Way. 

Very little in the way of crowd-gathering stunts was 
missing. There were free give-aways, sales, circus-type 
hawkers selling everything from miniature acquariums 
to toy trumbones, a woman walking around on stilts in 
the Times Square area to call attention to the festiv- 
ities, and even a contest in which the winner was to be 
given a year’s supply of razor blades. 

Sam Morgan, the chain’s Soda Fountain Supervisor, 
who has made headlines with such ingenious ideas as 
the “Flaming Sundae” and a recent concoction contest 
for store employees (see the January 1951 issue of 
Ice Cream Fievp), pointed out that many of the free 
offers announced on the 42nd Street store’s public 
address system called attention to fountain items. Many 
of these were combinations designed to whet the ap- 
petites of store patrons and bolster the profits of Lig- 
gett’s. 
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TIMES SQUARE crowds were attracted to 
the new Liggett-Rexall drug store on New 
York City's 42nd Street by a variety of pro- 
motion stunts. A free automobile, free 
orchids, and free ice cream were offered. 
A lady on stilts (see photo, above) and a 
bogus policeman advertised the give-aways. 
Inside the store, bargains were available at 
almost every counter, and traffic was heavy 
{see photo, left). 


The public address system, incidentally, was used 
extensively during the three-day proceedings. Periodi- 
cal advertisements of special offers were broadcast to 
divert the milling throngs of people to the various 
store counters. 

For example, it was common practice for someone to 
address the crowd as follows: “Ladies and gentlemen— 
a special announcement. 
no one should miss. 


Here’s a bargain offer that 
For the next fifteen minutes at 


our brand new soda fountain, any person who pur- 
chases a piece of pie or cake will be given absolutely 
free a generous portion of ice cream. Now step up to 
the soda fountain and enjoy your cake or pie a la 


mode. Remember—for the next fifteen minutes—ice 
cream is free with your cake or pie order.” 

The rush to the soda fountains was a joy for the 
Ice Cream Fievp reporter to behold. Countless No. 
24 scoops of ice cream were consumed. One man who 
was on the verge of finishing a piece of pie that had 
been ordered ten minutes prior to the announcement, 
insisted that he was entitled to the free ice cream. He 


(Continued on page 106) 
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Is Your Best Bet for 
Zuality Sherbets and Ices 


Sherbet and ice made with SURE-BET cut clean when dipped 
... retain their form when served . .. have an excellent “melt-down” 
and greater eye-appeal. SURE-BET prevents “bleeding”. . . 
minimizes surface crustation and the “white spots” that detract 
from eye-appeal. SURE-BET produces a firm sherbet and ice 
that retains free moisture during the freezing process and during 
storage. SURE-BET is economical .. . “goes a long way”... 
produces a product that sells better 


— 


P 


: 
National (ie LD) “Com any 


2656 W. CULLERTON ST. “S ETI 
oft. nas & 


ILLINOIS 


Promote Profitable Sherbet and Ice Sales... 
Eye-catching, sales-making, full color lithographed window and 
back bar streamers are available at no charge to all Sure-Bet 


users. For a liberal supply of these, just write National Pectin 
Products Co. or ask your territorial representative. 


duct When You Use a Hlatéoual Stabilizer or Emulsifier 
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BY LOUIS J. WAINER 


Penn Dairies, Inc. 
Lancaster, Pennsylvania 


FOOD STORES ARE 
IDEAL OUTLETS 


RE things impossible to change? Give us the pa- 
tience to accept things we cannot change. Give 
us the courage to change things we can change. 

Give us the ability to know the difference. 





LOUIS J. 
WAINER 





Yj uy 


Sir Walter Scott said it would be impossible to light 
the streets of London with gas. It would have to be 
done with a wick. Yet today we do it with a master 
switch that floods the city with light. Watt, with his 
invention of the steam engine, was laughed at. Fulton’s 
steamboat became known as Fulton’s Folly. The horse- 
less carriage, or automobile, was referred to in 1915 
as the ultimate in transportation. Disease has been 
conquered far beyond the expectations of many. And 
even radio—of which it has been written than “one 
will speak and his voice will be heard around the 
world”—is taken today quite for granted. Who would 
have guessed that you would have the pleasure of sit- 
ting in your own home and watching a sporting event 
taking place a thousand miles away. This has been 
accomplished through television. 


But to take the impossible and go to the possible, I 
think we have a very good example in the late Franklin 
Delano Roosevelt. There was a man stricken with a 
disease, who because of his wealth was advised to 
make the best of it and get along the best way he 
could. As far as a career was concerned, that was out. 
We all know the story of Franklin Delano Roosevelt, 
because he also conquered the impossible. 

Who would have thought you would be able to open 
your garage door without geetting out of your car? 
Thirty years ago you would have been laughed at for 
suggesting such a thing. The same goes for the idea 
that ice cream would be available in a cabinet, so re- 
frigerated that you could see all the items through 
glass without lifting a lid. 

Many of us felt that volume sales through retail 


(Continued on page 107) 
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OPEN TOP, glass-front merchandising cabinets 
are placed strategically near check-out counters 
in food stores operated by Baltimore Markets, 
Inc. This chain has recently expanded its ice 
cream department and anticipates a two-fold 
increase in sales this year. 
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SALES SOAR FO 
EASTERN CHAI 


HE chain of super markets operated by Balti- 
f omadl Markets, Inc., with headquarters in Phila- 

delphia, has recently intensified its efforts to 
emphasize ice cream as a standard food store product. 
Reports concerning the expansion of ice cream opera- 
tions throughout the chain have been circulating in 
the trade. Then came a startling development: it was 
revealed that ice cream sales in January of this year 
exceeded those of each of the peak summer months 
(June, July, and August) in 1950. Ice Cream Fietp 
promptly dispatched a reporter to find out how Balti- 
more markets had achieved this outstanding record. 


Martin Gold, the chain’s Bakery Supervisor and in 
charge of the ice cream division, attributed the sales 
gains to the attention given to the ice cream cabinets. 
The firm has been featuring Pensupreme ice cream 
packages in self-service type cabinets. Of the cabinets 
themselves—provided, incidentally, by a well-known 
cabinet manufacturer—Mr. Gold has this to say: 


“They are the last word in self-service ice cream 
cabinets—in my opinion, dream cabinets. They really 
merchandise a good product, and get just what we are 
after, MORE SALES.” 
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Of the care of the cabinets, Mr. Gold’s report was 
as follows: “Our employees are instructed that these 
cabinets will do a job for them as long as they do a job 
for the cabinets. The Jordon cabinets have open 
tups and glass fronts so as to give better vision of 
the products in them. They must be kepr clean and 
excess frost removed periodically. In our stores, you 
will never find an accumulation of ice or dust. The 
interiors are cleaned once each week and the excess 
frost removed, and the exteriors are washed daily.” 


Of the placement of the cabinets within the stores, 
Mr. Gold said: “We moved our cabinets around until 
we found the most desirable spot that would get us 
the most results. We finally decided that ice cream is 
purchased last, as the shopper is approaching the 
check-out booth, and in all our stores, you will find 
dur ice cream cabinets at the last end of the grocery 
gondola, near the check-out counter.” 


Mr. Gold disclosed that in half of the Baltimore 
Markets stores, two sales cabinets have been installed. 
In sixty-five per cent of the stores, a storage cabinet, 
usually a six- or eight-hole cabinet, has been placed to 
hold reserve supplies of ice cream. 


Of course, Mr. Gold acknowledges that the cabinets 
alone won’t sell ice cream. It requires aggressive mer- 
chandising to do a complete job, he has found. Some 


examples were requested and provided. 


During the first month or two that Pensupreme ice 
cream was sold in the stores operated by the chain, 
demonstrations were conducted during which a sales 
service representative distributed free samples of ice 


(Continued on page 109) 
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NOTHER nationwide consumer contest, designed 
A to boost sales of ice cream, has been developed 
by the Sealright Company, Inc., with main of- 
fices in Fulton, New York. Last year’s winner was a 
Baltimore housewife who received a Packard sedan as 
the grand prize during ceremonies held recently. The 
grand prize for the 1951 contest will be an air trip and 
vacation for two at Waikiki Beach, Hawaii. There 
will be thirty other prizes consisting of major Westing- 
house products such as refrigerators, electric ranges 
and home freezers. 

Plans for the new contest were outlined to Sealright 
representatives in recent meetings in Los Angeles, New 
York City, Kansas City, Cleveland, and Atlanta. Con- 
test entrants will be asked to create a clever name for 
an ice cream-pineaple dessert, a picture of which will 
appear frequently in the packaging firm’s national ad- 
vertising and at soda fountains and other ice cream 
retail outlets throughout the country. A sketch of 
this creation accompanies this article. 





ec 


FOUNTAIN CUSTOMER will get ice cream, entry blank, and a 
look at point-of-sale advertising materials in outlets tying in with 
the 1951 Sealright “name the mystery dessert’ contest. 


acer 
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People throughout the 
country will be asked, 
from May to August of 
this year, to name the ice 
cream-pineapple concoc- 
tion pictured at the left, 
as an entrance require- 
ment for a new consumer 
contest developed by a 
leading packaging manu- 
facturer. 





La Hawaii 


“Naturally,” John L. Dolphin, Sales Vice President, 
told the Sealright representatives, “the public will take 
home ice cream, make the dessert and try it out on the 
family, perhaps several times over so that all may de- 
cide upon the best name to be entered for the dessert. 
If the family hasn’t already developed the take-home 


(Continued on page 111) 
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eee TEAMED UP—OR EACH ON ITS OWN 


QD SERIES 50 


CONTINUOUS 
FREEZER 


G SIZE cylinder 


_refrigerated area for 
performance and 


DPF! § seeps Media RRR. 


ermit 

nt for better 

re efhicient refriger- 

and firm bodied ice cream. 
Miades are specially hardened. 


These great freezers profitably produce 
ice cream of superior flavor and texture. 
They provide a flexible operating 


range to accommodate a wide variety 


of ice cream mixes, sherbets and ices for ma 

Actual performance ds show that 
the CP Heavy-Duty Fruit Feeder puts 
extra profits into fancy flavor ice cream. 
CP—and only CP—Fruit Feeders give 
you a// these advantages: . . . Positive 
separation —independent hopper posi- 
tively eliminates any chance of ice cream 
backing up into fruit compartment... 
Visible gravity feed—no guesswork; you 
can open the inspection cover at any 


bulk, package and novelty production. 


CP Continuous Freezers are an 





investment in lower cost, more profitable 
operations—and vow is the time to get 


set for your needs for years to come! 


Be prepared for the future. Whether you need a 

freezer, a fruit feeder or both—investigate CP Continuous 
Freezers and CP Fruit Feeders for Heavy-Duty 

Service now. Ask your CP Representative. 
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time and SEE the fruit drop into the ice 
cream... No pressure variations—the CP 
Fruit Feeder operates independently of 
freezer pump. 


REPLACE 


General and Export Offices: 1243 W. Washington Bivd., Chicago 7, Illinois OR 


Atiente + Boston + Buflate + Chicege + Dalles « Denver + Houston + Kansas City, Me. « Los Angeles« REPAIR 
Minneapolis «+ Neshville « New York « Omohe « Philadeiphia « Portiand, Ore. « $1. Levise 
Selt Leke City + Sen Frenciscoe + Seattle « Telede, Ohie «+ Woterice, ia. 


CREAMERY PACKAGE MFG. CO. OF CANADA, LID. 
267 King St., West, Terente 2, Ontaric 


Ice Cream Frevp, March 1951 


THE CREAMERY PACKAGE MEG. COMPANY, LTD. NOW 
Mill Green Rood, Mitcham Junction, Surrey, England ; 
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MARKET & FROZEN FOOD 
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BUTLER, PENNSYLVANIA "Ice Cream Joe” 
franchise owner is A. M. Griffin, shown with driver. 


“ICE CREAM JUE" MATURES 


€¢ 1] CE Cream Joe” the colorful character created by 


Fairview Dairy, Inc., with headquarters in La- 

trobe, Pennsylvania, has grown from a toddling 
youngster to a mature citizen of the ice cream industry 
within a few short years. 

Born in 1946, of the fertile minds of Joseph F. 
Greubel and Roy C. Moersch, this symbol of a boy 
whose hat is crowned with ice cream is well-known 
in more than a score of cities and communities. He 
is also a national institution for on April 11, 1950, his 
creators received a national copyright and trademark 
registration in the name of “Ice Cream Joe.” 

Few persons have traveled as extensively as this 
popular lad. He is to be seen daily from April 1 to 
October 1 on a huge fleet of “Ice Cream Joe” trucks 
operated by Fairview Dairy, and twenty-one franchise 
dealers throughout Pennsylvania. This was made pos- 
sible through a system of “Ice Cream Joe” franchises, 


which have: been authorized by the owners of Fair- 
view Dairy. 


According to these working agreements, individuals 
and ice cream manufacturers all over the United States 
are legally privileged to use the “Ice Cream Joe” trade- 
mark on ice cream cartons, novelty bags, advertising, 
and retail ice cream trucks which are provided for 
their use by Fairview Dairy. Each license is given a 
protected territory in which to operate. 


“Ice Cream Joe” trucks are predominately white 
with brown fenders and brown striped awnings, and 
pink wheels, abundant lighting, and are equipped with 
musical horns. These trucks cover the residential areas 
every other day on established routes from 11 A.M. to 
9 P.M. and carry half-gallons, pints, Jo-Cups, Jo-Bars, 
Jo-Sandwiches, Jo-Pops, and Jo-Drums. Drivers work 


entirely on commission. While this commission varies 








TO PROMOTE sales of Valley 
Dairy ice cream, point-of-sale 
posters similar to the one re- 
produced at the right are used 
extensively. Attention is focused 
on the availability of “Ice Cream 
Joe” premiums. 
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SWELL GIFTS - 


ASK HERE 





FOR GIFT LIST 
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THIS YEAR wake Getter ice cream 


and trozen novelties more easily 


These 6 dependable Kraft-made favorites 


KRAGELEEN 


The finer vegetable stabilizer 


Made with carrageenin. 
Krageleen’s advantages in- 
clude immediate stabilizing 
action, ready whipping, low 
mix viscosity for quick cool- 
ing, smoother texture, better 
body and creamy melt-down. 
Krageleen helps ice cream re- 
sist the effect of normal heat 
shock. Economical to use, 
quality-controlled by Kraft. 


KRABYN 
Perfect stabilizer 
for frozen novelties 


Krabyn is an efficient stabi- 
lizer designed for ices, sher- 
bets and frozen novelties. Like 
Krageleen, Krabyn is made 
from a base of carrageen 
gelose, a pure extract of edible 
Irish moss. Krabyn_ helps 
retard bleeding of flavor and 
color in sherbets and novelties, 
reduces troublesome foaming 
and aids in producing fine 
texture. It is economical to 
use and adaptable to either 
hot or cold process. 


PHENIX 
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can help you. Try thein out now! 


KRAFT 17-ES 


Combination 
stabilizer-emulsifier 


A balanced stabilizer-emulsi- 
fier combination. Kraft 17-ES 
helps you to build a dry, 
smooth-textured ice cream 
with creamy melt-down., 
Kraft L7-ES gives excellent 
results in resale mixes. [t is 
easy to incorporate into your 
mix and is economical to use. 


KRAFT 
SPECIAL BLEND 


A high-quality egg product 


Kraft Special Blend helps you 
get maximum whipability. 
Powdered fresh egg yolk 
blended with dried buttermilk 
from sweet cream, nonfat dry 
milk solids and carrageenin. 
Simple and easy to use. Eco- 
nomical, too! 








ACT NOW! WRITE TO 


Phenix Pabst-ett Company 


Dept. KR-1, 460 E. Illinois St. 
Chicago 11, Ill. 








Made by KRAFT 
PABST-ETT COMPANY 


DISTRIBUTOR 


KRATEX 


Emulsifier for ice cream 


Kratex is in granular form, 
easily handled and readily in- 
corporated into your mix. 
Because it’s a separate emul- 
sifier. it is flexible—amounts 
may be varied tosuit all needs. 
Kratex improves whipping 
properties of the mix and also 
imparts better consistency to 
the ice cream as it is drawn 
from the freezer. 


SWEET-K-MALT 
Wonderful 


sweet malt flavoring 


\ powdered malt product con- 

sisting of malt sugar and other 
malt solids, Sweet-K-Malt 
imparts a delightful sweet 
malt flavor to “‘Frosted” 
malts and other frozen des- 
serts. Although specially de- 
signed for frosted mait drinks, 
it works wonderfully well in 
making ice cream with a de- 
licious malt flavor. Use 2.75% 
in “Frosted” malts: in ice 
cream, 2'2 lbs. to 10 gallons 
of any standard basic mix. 
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All these are yours when you use Beck Vanillas in 


BECK Vanilla Poadbasts a: 





Flavor! 


FLAVOR PURITY ~— QUALITY 


your ice cream 





Several territories are available 
to salesmen, jobbers or brokers 











Write us and get acquainted 
with BECK’S good Vanillas 


EAST ST. LOUIS + ILLINOIS 
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in different territories, it amounts to approximately 12 
to 1) per cent. 

The popularity of this mythical personality is en- 
hanced by his generosity with the small fry, to whom 
he gives valuable prizes in exchange for wrappers and 
lids from “Ice Cream Joe” products. Lids from half- 
gallon containers are valued at twenty-five points; lids 
from pint containers at eight points; Jo-Pop bags are 
worth one point; and bags from other products have a 
value of two points. 


The prizes are also point-rated and are forty-two in 
all. They range from fire trucks, musical batons, and 
love birds in a gilded cage, all of which are worth 100 
points or 20 points and seven cents; to Hawaiian 
ukeleles, flashlight guns, and “Ice Cream Joe” T-shirts 
which are valued at 500 points or 100 points and thirty- 
five cents. 

Because of this big premium program, the volume of 
mail received daily by “Ice Cream Joe” from kiddies 
of the district in which their patron saint of ice cream 
operates rivals that of many famous Hollywood stars. 
Two employees devote all of their time to answering 
correspondence, including mailing the prizes. 

Although he enjoys a more extensive popularity 
among his small patrons, grown-ups have also become 
intimately acquainted with “Ice Cream Joe” through 
the purchase of these products and the colorful adver- 
tising featuring his name. 

Another working subsidiary of Fairview Dairy, In- 
corporated, is a group of five Valley Dairy Stores, 
three of which are located in Latrobe, with one each 
in Ligonier, and Windber, Pennsylvania. They feature 
reasonable prices and clean, pleasant surroundings with 
modern equipment and comportable furnishing. 

In fact, this phase of the Fairview business is the 
older of the two, for Mr. Greubel and Mr. Moersch 
began operations following the establishment of a 
lone Valley Dairy Store in Latrobe in 1938. Although 
“Ice Cream Joe” and Valley Dairy Stores are now 
separate divisions of the parent concern, these sub- 
sidiaries are so fused in their activities that one is 
often referred to synonymously with the other in the 
communities where these stores are located. 

Inquiries have been received at the Fairview Dairy 
offices from ice cream manufacturers and individuals 
all over the United States who are interested in obtain- 
ing the “Ice Cream Joe” franchise for their trading 
area, according to the Fairview executives. Inquiries 
have also been received from Canada and Hawaii. 





“ICE CREAM JOE" is pictured below in the company of his 
creators. At the left is Joseph C. Greubel and at the right is 
Roy C. Moersch. 


NOVELTY WRAPPERS and bulk ice cream containers in the “Ice 
Cream Joe" line are pictured above. Cups and cartons were 
made by the Sealright Company. 
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THE NICKEL IS 
“BUFFALOED” —— 
BY THE DIME! 


Get Ready 


FOR THE 10c MARKET 
THIS SPRING ... other Industries have! 


The famous “NICKEL MAR. 
KET” has lost its power. American 
Industry has squeezed in every 
direction to hold to that ““NICKEL 
MARKET” . . . tradition has 
been—"“everybody has a nickel to 
spend” ... but today that famous 
NICKEL will not buy the wants 
of American children and grown- 
ups. It takes a dime . . . the DIME 
MARKET is now in command. 








Most industries have already 
moved into the 10c field — others 
are changing rapidly. 


An industry cannot operate on 
* SUGAR CONE 
» ten enmen the same revenue of 10 years ago. 
* CHOCOLATE A dollar is worth about 50c. There- 
* PEANUTS fore it requires—double $ sales . . 
. and double $ profits . . . to 
equal profit value of the past. 


Even at the same % gross prof- 


it, a 5c sale brings only half the 
ICE CREAM CONE profit of a 10c sale. Volume and 


with profit today must double to equal ICE CREAM CONE 
CHOCOLATE & NUTS the past. Ready to Serve 
The 10c MARKET IS HERE... Here are the two best items for volume... 
DRUMSTICK, Inc., can put you into production properly—before spring. 


P. O. BOX 1547 — | FORT WORTH, TEXAS 


RUSH INFORMATION ON THE MANUFACTURE OF DRUMSTICKS . MR. BIG 


|; FIRM ADDRESS 





city STATE 





BY POSITION 
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Centennial Seal Issued 


ITH an industrywide seal symbolic of the 100th 
anniversary of ice cream wholesaling adopted 
by the Centennial Committee, an ice cream 
promotion kit which features a section on Centennial 
activities has just come off the presses and is current- 
ly being mailed to the trade by the International Asso- 
ciation of Ice Cream 
Manufacturers. 
Reproduced on 
this page, the ofh- 
cial 


seal has been 


“” 


matted in two sizes: 


one inch by one 
inch and two inches 
by two inches. It is 
designed for use on 
stationery, as drop- 
ins in ice cream 
manufacturers’ and 
supply firms’ adver- 
tisements, and for 
imprinting on 


i 


A 


ice 
cream cartons. The 


seal is available for 


ATLL 


use by members as 
well as non-mem- 


the Inter- 


hers of 
and mats 
are included in the 


promotion kit. 


national 


Among the fea- 
tures of the Centen- 
nial section of the 
kit are a set of institutional advertisements for use in 
newspapers. The artwork and copy are matted, and 
the ice cream manufacturer can complete the adver- 
tisement by adding his signature cut. 

Also included are two feature releases on the his- 
tory of ice cream designed for publication in news- 
papers. These are based on a recent International 
booklet called “Ice Cream Through the Ages.” The 
releases can be adapted to radio use. 

Several releases prepared by the Wellingbrook Con- 
sumer Relations organization are contained in the kit. 
These have been “slanted” for use on food pages, 
women’s pages, or as fillers on small newspapers. 

Suggested speeches for service and luncheon clubs 
are included in the kit. A revised history of ice cream 


78 


also has been prepared for the promotion compilation. 

Reprints of several trade magazine articles dealing with 

the Centennial and with the activities of Jacob Fussell, 

the first wholesaler of ice cream, are integral parts of 

the kit. One of these reprints is entitled “An Idea Is 

Born—100 Years Old” and is based on an article which 

appeared in Ice 

CreaM Fievp’s Oc- 

tober, 1950 issue. 

This article provid- 

ed the impetus to 

the industrywide ob- 

servation of the 

Centennial, and 

contained sugges- 

tions for promotion 

maneuvers on which 

many of the present 

plans are founded. 

Other Centennial 

materials now being 

prepared include 

four special mail- 

ings to women’s ac- 

tivities directors of 

all radio stations in 

America; a_ script 

for television use to 

be sent along with 

mounted photo- 

graphs to 117 TV 

stations; two special 

mailings to farm 

program directors which will indicate the importance 

of the ice cream industry to the agricultural economy; 

advertising messages for national magazines; and fea- 

ture stories in such publications as Collier's, Coronet, 
Good Housekeeping, and others. 


L. Manuel Hendler, Chairman of the Centennial 
Committee, reports that he is working with the Mary- 
land Legislature in an effort to have resolutions passed 
urging the Postmaster General to issue a commemora- 
tive stamp. A feature of this activity is the ice cream 
telegram being prepared at the Hendler plant which 
will be taken to the legislative chambers by State 
Troopers. 


Additional reports of Centennial events wil be published 
in subsequent issues of Ice Cream Fievp. 
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" | WANT TO “SELL” A MILLION KIDS? | 
iS ALL YEAR 'ROUND ! ! & 


OF COURSE YOU DO! 


Get on the EXTRAX Bandwagon... 
The Most Colorful, Hard-hitting 
Frozen Stick Confection Program 
That Will Skyrocket Your Sales! 





EXTRAX GIVES YOU EVERYTHING! 


Top Quality Ingredients 
Poweriul Merchandising 
Exclusive Products 


Fast Selling Brand 
Names 


. , ts a Ty - . 
’ ” | Ww ~wa , < ; 
> ¥OR An; x a O TIE-Up \ 


NO ROYALTIES) 


WRITE. WIRE OR PHONE TODAY FOR ALL DETAILS! 


EXTRAX CO. 


360 FURMAN STREET. BROOKLYN, N. Y. 
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RS. Edna Cast, who heads 

the Garden of the Setting 

Sun date plantation in 
Mecca, California, has worked for 
many years to improve the quality 
of dates and to perfect their adapt- 
ability to dairy products. 

“It has always been a dream of 
mine,” she has said, “to produce 
dates that are more than just dates, 
and to convert Garden of the Setting 
Sun dates into a form which will fa- 


Better Coloring 
with 


| BETTER 


| COLORS 





Para 


TRADE MARK 


BRAND OF 


| CERTIFIED FOOD COLORS 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal by using Sterwin's Parakeet Certified Food Colors. 


These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 
cal Co.. leaders in the color field for 25 years. Their experience and know- 
how quarantee the production of top quality certified food colors. 





SUBSIDIARY OF STERLING DRUG INC 


1450 BROADWAY, NEW YORK 18, \. ¥ 
445 Leke Shore Drive, Chicego 11, Ill. 
FACTORY CINCINNATI, O10 


Keanch Ofte os 
Atlante. Reston. Bufale, ( hiwage, Dalles, Kansas (ury | We 


WRITE TODAY for new bootlet 
giving information on Sterwin's 
complete line of Food Colors 


New °“Tone” 
For Dates 


cilitate their being added to every- 
one’s diet.” She has been concerned 
especially with the food requirements 
of children, and to her, this meant 


adding dates to milk. “This is the 





Lee Angles, Minneapolis, Portland (Ore.), St. Lewis 


WORLD'S LARGEST SUPPLIERS OF VANILLIN 


80 


, 


perfect combination;” according to 
Mrs. Cast, “the dates supply the car- 
bohydrates and minerals while the 
milk adds proteins and fats.” 


With this in mind, Mrs. Cast 
many years ago “mothered” the 
Palm Springs Special Date Milk 
Shake. The formula consisted of a 
special blend of four different varie- 
ties of dates which produced a 
unique flavor. 


At first, sales of this product were 
| made only locally, and the date but- 
iter which is the base for the drink, 
‘could be kept under refrigeration. 
‘When popular demand necessitated 
‘expansion, the problem of “keeping” 
‘the product without refrigeration 
arose. Mrs. Cast refused to have 
anything to do with preservatives, 
for in her mind was her ideal of 
catering to children. Instead, care- 
ful study and the cooperation of Dr. 
C. D. Dahle, Technical Editor of 
Ice Cream Fie.p, resulted in find- 
ing a solution. 

Mrs. Cast was anxious to try what 
she considered to be a vastly im- 
proved product on consumers. Con- 
sequently, two tests were conducted 
in Sacramento during which children 
were invited to sample “Datone,” 
the new California date drink. (Mrs. 
Cast explained that the date butter 
base and products made with it are 
now called “Datone.”) The young- 
sters were unanimous in their ap- 
proval of the product. 

“Datone” is made, as was the 
Palm Springs Special Date Milk, 
from four species of California dates 
blended into a concentrate so finely 
screened that it may be processed so 
it remains in suspension when added 
to milk. Also available is a “Da- 
tone” topping for soda fountain use, 
and “Datone” concentrate and Date 
Crunch for use by ice cream manu- 
facturers who wish to impart a date 
flavor to their ice cream. 


Promotional activities for “Da- 
tone” are currently being planned by 
Scott Perkins, Inc., Sacramento. 
This organization will handle the 
product nationally on a franchise 
basis. 
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MORE DELIVERIES PER DAY 


with the WHITE 3000! 





HERE’S THE NEW WHITE 3000—the sensa- 
tional new White engineered expressly for 
ice cream delivery service. 


CHECK THESE EXCLUSIVE ADVANTAGES 


hie Che HO Its every feature provides more deliver- 
4 e ' HE ies in /ess time...at Jower cost, because it 
= is designed for your business... for today’s 
operating conditions. 


























The new White 3000 is tomorrow's 
truck today! The world’s most useful motor 
truck for your kind of delivery service. 





























Have You Enlisted? 





PMERGENCY 
See Your White YJERVICE 

















5 
= Representative For Facts {OPS 
BETTER VISIBILITY... SAFETY —- 














Tips its cab to service _ 


THE WHITE MOTOR COMPANY 
° 3 Me Cleveland 1, Ohio 


- a ad For more than 50 years the greatest name in trucks 
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Pension Problem 








ment is, in principle at least, this latter type of pro- 
gram. To be sure it contains some minor features 
which favor the Government-pay-all-idea, but as new 
deal or fair deal legislation goes, I believe it is a splen- 
did compromise. 

So much for Social Security. Now let’s talk about 
private pension plans to supplement Social Security, 
assuming that Social Security payments are kept at a 
minimum subsistence level. 

There was a time when the management of a com- 
pany could logically consider the question: “Shall we 
install a pension plan for our employees?” I’m afraid 
that those days are gone forever. Our company con- 
sidered this question back in 1935 and the decision was 
made to install the soundest program we could afford. 
That program was put in effect in 1937. In establish- 
ing it, our reasoning was quite logical. The plan would 
protect our employees in their old age, and therefore 
they would want to work for us. We expected to get 
at least a portion of the cost back in increased produc- 
tivity and lower employment turnover. 

But, as I said, I’m afraid those days are gone for- 
ever. The only question worth consideration by man- 
agement today is, “What kind of a private pension 
plan shall we install?” I’m convinced that within the 
next five years private pension plans will come to be 
recognized as just another cost of doing business and 
we will no longer talk about the so-called advantages 
to be gained from them. The Steel Fact Finding 
Panel report and the subsequent ruling by the Supreme 
Court that welfare programs are logical subjects for 
collective bargaining have settled this question for in- 
dustry. You can be sure that before long all union 
contracts will include pension plans—some good and 
some bad. And those companies fortunate enough to 


elude unionization will be forced to install pension 
plans to help keep their non-union status. 

The cost of pensions will be tremendous in the years 
to come and there is a real question as to whether the 
national economy will be able to stand it. But, un- 
fortunately I see no way to stem this tide. Therefore, 
I believe our only hope is to face the facts of the situa- 
tion and plan to meet it as best we can. 

What are the pension objectives of the International 
unions? They vary just as much if not more than the 
thinking of industry on the subject. Some unions which 
follow the tenets of socialism favor a flat monthly pay- 
ment to all covered employees, because this appeals to 
the great mass of people and tends to have a leveling 
influence. Other unions whose aims are not to destroy 
the personal initiative so fundamental to our system of 
free enterprise, favor graduated monthly payments 
based on the employees’ income and length of service. 
The degree to which the unions are willing to recog- 
nize income and service varies widely. 

Another common union attitude is to try to force 
the company to pay the entire cost of the pension plan, 
although some few are willing to agree that the em- 
ployee should pay a portion of the cost. These few 
recognize the contributory principle on the theory that 
people appreciate what they get more if they help pay 
for it than if it is free. 

Union administration or joint administration of the 
pension plan, or at least of benefit payments, are also 
favorite demands of the unions. To the best of my 
knowledge none of the international unions favor an 
insured plan, since the administration of the plan is 
then in the hands of the insurance company rather than 
the union. One possible exception to this might be a 
case in which the insurance company was union con- 
trolled. 

Vesting is something the unions have had little to 
say about up to now. In fact, I believe they only be- 
gan to understand the value of vesting in recent months. 
There may be a few readers who do not have a clear 








Deliciously Different 
* TOASTED CHOPPED NUTS 
Extra Jaste Tempting Goodness 
* FULL-FLAVORED BUTTERED PECANS 
A New Taste Shell 
* BUTTER TOASTED ALMONDS 
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(onsumers p 


smoother, 
finer-tasting 
lce Cream 


Globe, Cerelose and Puritose 
ore registered trade-marks of 
Corn Products Refining Company, 
New York, N. Y. 


_Mmake it with 
PURITOSE 


Ice cream manufacturers have found that 
PURITOSE corn syrup produces superior 
results of highest quality. CERELOSE has 
also won great usage in the making of ices 
and sherbets, as well as ice cream. 

Make a finer product . . . win consumer 
preference for your brand. 


Full technical service, no obligation 
CORN PRODUCTS REFINING CO., 17 Battery Place, New York 4,N.Y. 
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understanding of vesting. It means simply that an 
employee, after he has been a member of the pension 
plan for a specified number of months or years and 
then wishes to leave the employ of the company for 
any reason whatever, has the right to take with him a 
pro-rata pension commencing at normal retirement age. 
The amount of the “vested” pension is determined by 
the amount of money paid into the pension fund for 
him up to the time he severs his connection with the 
company, determined by his length of service before 
leaving the job. 

One of Walter Ruether’s associates in Toledo, Ohio, 
recognizing the deficiency in the general pattern of 
pension plans negotiated by the Auto Workers for 
employees who shift from one employer to another in 
a given area, tried to introduce a pooled pension plan, 
commonly called the Toledo Plan, which would cover 
all employees bargained for by the Auto Workers in 
the area. In his plan all employers in the area would 
be required to pay into a common fund. Under this 
arrangement an employee could move from employer 
to employer in the Toledo area auto industry without 
losing pension rights built up on each job. A liberal 
vesting provision in the individual employers own pen- 
sion plan is the best possible way to stop this kind of 
area, union dominated, pension proposal from spread- 
ing. It should be pointed out that vesting is the most 
expensive extra feature that can be built into a pension 
plan. 

The unions are opposed to mandatory retirement. 
They prefer optional retirement at age 65 or some 
earlier age on the part of the employee but frequently 
accept mandatory retirement at 68 or 70. There also 
are many people in management today who frown on 
compulsory retirement at earlier ages, such as 65. It 
is true that there are a number of less exacting jobs in 
industry that can be successfully executed by men over 
sixty-five, but I doubt that we have enough such jobs 
to take care of all our employees who want to work 
beyond 65. In our own company we find we have more 
prematurely aged or partially infirm people than we 





have light jobs. It is also true that people don’r all 
age at the same rate. However, I have yet to see the 
man who did not think he was just as good at 65 as 
he was at 50. Ii he will admit he’s slowed up some, 
he’s usually willing to retire. However, the big difh- 
culty in administering an optional retirement program 
is—who is to determine who is fit and able to do a 
full days work at 65 and who is not—and how is an 
accurate determination to be made. 


The “Anti” Argument 


Management people against compulsory retirement 
at age 65 use the argument that this will reduce the 
working force in a few years to a point where the na- 
tional economy will be affected and the general stan- 


dard of living reduced. 


Under normal peace time conditions over two million 
youngsters are added to the working force each year. 


I ask you the simple question, “Will the economy 
suffer most by having these young vigorous workers 
join the ranks of the unemployed or by replacing our 
older less vigorous employees with these youngsters by 
pensioning the old timers and allowing them to do the 
loafing in the later years of their life?” 


I agree the economy would suffer by compulsory 
retirement at age 65 during times of stress when we 
have virtually no unemployment—but under such con- 
ditions it is simple to relax the compulsory retirement 
rule—and in some situations of manpower shortage it 
is desirable and necessary to recall many of the physi- 
cally fit pensioners. 


Frankly, I favor compulsory retirement at age 65 
under normal conditions. 


The unions can make it very embarrassing for you 
at the bargaining table if you have any special deals 
in effect for executives. For example, it is embarrassing 
to be caught at the bargaining table insisting on a 
mandatory retirement age when the retirement of exe- 
cutives is frequently postponed. It is equally embar- 


A New 


yeu" oh 


MAPLE FUDGE PECAN 


Ice Cream 


Order a Trial Shinment 


Available for immediate shipment in 50 Ib. steel pails at 22'oc 
per Ib. or in No. 10 cans (6 to the case) at $13.25 per case— 
all prices F.0.B. Cleveland Factory 


Beautiful advertising pieces for Maple Fudge Pecan also avail- 
able in 8 x 20 and 13 x 20 





Flavor Cost Over 
Vanilla ice Cream 
Only 2'5c¢ per galion 

+ cost of nuts’ 


Clip this ad and attach it to your P.O. for a special 5% 
introductory discount on initial order. 


> RAMSEY LABORATORIES 


Lisbon Rd. and Evins Ave. Cleveland 4, Ohio 








Ice Cream Fretp, March 1951 





Endoue PECTEX 


“T. M. Reg. U. S$. Pat. Office” 


PECTIN STABILIZER 


FOR MAKING 


me 
SHERBETS and ICES 


FROM ONE OF PENNSYI 
VANIA'S LARGEST ICE 
*“ CREAM MANUFACTURERS 


changes: 


FROM A WELL KNOWN 
MAKER OF QUALITY ICE 
CREAM & SHERBET 

Your PECTEX Stabilizer gave us an excellent 

product when used in preparing ices and sherbets 

by our students during the Spring Quarter. I 

think it gratifying to know that it was superior 

to several other brands. May I thank you also —— - 


‘Ss Seni, Comer vi a 
for the excellent set of formulas. 


COLLEGE 


THESE ENDORSEMENTS HAVE BEEN SELECTED FROM THE MANY 
LETTERS RECEIVED FROM ENTHUSIASTIC USERS OF PECTEX 


RMANTOWN oii a 


5100 LANCASTER AVE. @© PHILADELPHIA 3, PA. 
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rassing to ask the union to agree to a contributory pen- 
sion plan if your company has a pension plan in effect 
for top executives which is paid for entirely by the 
company. 

Most unions are willing to agree to a fairly long 
period of service—some as many as 20 or 25 years— 
at age 65 as minimum qualification for pension eligi- 
bility. However, some unions have attempted to nego- 
tiate pensions with no service requirement at all for 
pension eligibility. 

Unfortunately, industry generally has approached 
the bargaining table during the past year woefully un- 
prepared to discuss the subject of pensions. Likewise, 
the union representatives who have been instructed by 
their national headquarters to obtain some kind of a 
pension plan have been left to their own devices— 
without definite instructions from headquarters. About 
all they knew was that they were expected to bargain 
for a pension plan. 

They frequently were given no instructions as to 
what was to be included in a good plan for the simple 
reason that international leaders had very little infor- 
mation on what constituted a good plan. 

In large measure the pension education of interna- 
tional union leaders has been brought about by reports 
given them by negotiators who have bargained with 


companies which had sound pension plans in effect for 
a number of years. For example, I think our com- 
pany has educated its full share of union negotiators. 
To say that the leaders of the unions with which we 
have to deal knew little or nothing about our pension 
plan—which has been in effect since 1937—is certainly 
an understatement. 

You may well ask why we hadn’t sold our plan long 
ago to the union representatives and to our employees 
if it was so good. Well, the answer is partly because 
we mistakenly assumed that everyone understood at 
least its main features and partly because there was 
little interest on the part of union officials in pensions 
until recent months. At any rate, our plan was not 
generally understood by our people. After a number 
of meetings with our union representatives last fall we 
finally awakened to the fact that we had a job to do. 
We put on a very aggressive campaign to sell our em- 
ployees on the soundness of our plan as compared with 
others which had recently been negotiated by unions. 
I’m sure that in doing this we suggested to some unions 
the sort of thing they should demand of other com- 
panies in the way of a sound pension plan. Incidental- 
ly, all we hear from our union bargaining committees 
now is that although our plan is sound, we should be 
willing to increase its benefits still further since other 








For picnics, parties, sports 
events—for all kinds of social 
gatherings, ice cream slices 
make a neat, convenient 
serving. 

The Mojonnier Cut-Wrap 
Machine can enable you to 
profit from this special item 
because it produces square- 
cornered, undamaged, at- 
tractive slices at the rate of 
5,000 per hour. And only 3 
operators are required, 

Write today for Bulletin 214 to: 


MOJONNIER BROS. CO. 
4601 W. Ohio St., Chicago 44, Ill. 





Mojonnier Cut-Wrap Machine 
(with new conveyor table, 
optional at extra cost) 


MOJONNIER ENGINEERED EQUIPMENT 
FOR THE. ICE CREAM INDUSTRY IN- 
CLUDES: VACUUM PANS e¢ TESTERS 
COLD-WALL TANKS * CONVEYORS 
TUBULAR HEATERS * BALANCE TANKS 
COMPACT COOLERS * CASE WASHERS 
INTERNAL TUBE COOLERS ¢ FILLERS 
EVAPORATORS * OVERRUN TESTERS 
PRODUCERS COLD-WALL TANKS 


. PROCESS CHEESE KETTLES © CULTURE 
CONTROLLERS * BUTTER PRINT SCALES 


CUT-WRAP MACHINE 
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aa the Setting Sun 


After years of experimenting, Edna Cast has perfected in her world famous- 
kitchens at Mecca, California, a new California Date Milk Drink to help the 
milk dealer sell more milk and induce children to drink more milk. 
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DATONE is made from four varieties of California dates blended into a 


concentrate so finely screened it may be processed so it remains in suspension 
when added to milk. 


DATONE is a new flavor sensation! 


DATONE is the perfect complement for milk in that it provides minerals and 
carbohydrates while milk supplies the protein and fat. 
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If you are an ice cream 
manufacturer interested 


in volume sales at a 
greater profit. 








you 
should know 


| companies are now having to pay out new money to 


put a plan into effect for the first time. 

In bargaining a pension plan with a union it seems 
to me that there are many pitfalls to avoid, if industry 
is to maintain a sound position with regard to pensions. 
Frankly, many of the plans bargained to date are very 
unsound and will cause many a wakeful night on the 
part of management before the errors of commission 
are corrected at the bargaining table. 


Here, in my opinion, are some unsound principles 
which have developed from bargaining on pensions. 

The relation of social security old age benefits to the 
private pension plan is most important. Fundamental- 
ly, no one can be sure what benefits (or tax) will be 
included in the social security program ten years from 
now. Therefore, social security must be treated as an 
unknown factor. Yet a number of negotiated pension 
plans call for company pension payments to be reduced 
as social security benefits are increased. Others reduce 
company contributions towards pension as social securi- 
tv taxes rise. This seems an ostrich approach. We all 
should realize that as social security payments are in- 
creased the unions will use it as a lever to maintain 
our contributions to the private plan, so the total pen- 
sion is increased. What kind of a convincing argu- 


| ment can you give employees that you should not ac- 


lee cream 


Joe 
ICE CREAM JOE offers progressive ice cream | 


manufacturers a proved, profit-making pro- | 
gram aimed at selling ice cream directly to | 
homes in your territory. 


| increased without an increase in the tax rate. 
| opinion, in developing a pension plan and estimating 


cede to the demand of the union, since it will not ma- 


_terially increase the payments you have already been 


making, especially if the social security payments are 
In my 


its potential cost, it is safe to consider social security 
only as an offset against the minimum pension to be 
paid under a given set of conditions, such as a guaran- 


_ teed minimum pension at age 65 with 25 years of ser- 
_ vice. With this one exception, the only safe way to 


| figure the cost of a private pension plan is to figure it 


exclusive of social security. 


By this I mean that you 


| should agree to pay a given pension in addition to 
_ social security based upon the amount of contribution 
| you decide to make to the pension fund. 


In this connection I do not think it wise to agree ot 


_ contribute a given number of cents per hour to the 
| pension fund to buy the amount of pension this con- 


The ICE CREAM JOE plan fits right in with 


your present wholesale or retail operation. 


See for yourself how the ICE CREAM JOE plan is 
working for many other ice cream manufac- 
turers, and how it can work for you. 


For complete details, 
Write phone or wire 


ICE CREAM JOE 


Commercial Bank Blidg., Latrobe, Pa. 
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tribution will permit, unless you specify a definite date 
to be used as a basis of calculating the pension to be 
provided. I am sure all of you understand this recom- 


_ mendation without further explanation, but many con- 


tracts have been negotiated with this pitfall in them 


_ and someone is bound to be hurt. Let me explain. In 
| our own company we have a uniform plan—that is 
_ everybody with the same income and the same length 


of service will receive the same monthly pension at age 
65 from the company’s private pension plan. However, 
the cost of this plan varies from plant to plant in our 
eighteen plants from three and one-half cents per hour 
to seven and one-half cents per hour. I am talking 


| about the company’s contribution only and on the basis 
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AFTER THE HOME MARKET? 


NEW ice cream SPADE is ideal for take-home promotion 


Here, for the first time, is a spade specially designed for bulk tie-in promotions. 
Price to the ice cream manufacturer is attractively low. 

The spade’s highly polished aluminum finish and usefulness make it extremely 
attractive to the consumer. And after she has bought it as part of a combination 
offer with your ice cream, she'll find it so easy to use it will be a constant reminder 
to keep a supply of your ice cream on hand. 


Sell more of your ice cream to the home market this winter with the Scoop-Rite 
Spade take-home promotion. 


SCOOPS 








WRITE 
FOR 


Made of one piece 


solid 


aluminum. Dips easier and 


DETAILS 


faster. 


Ice cream won't stick, 


and no dipping in water is 
necessary. 


SCOOP-RITE COMPANY 788 WILDE ST., DETROIT, MICH. 


of the plant average—nor the case of the individual 
employee. If we were to figure it out for the individual 
employee the difference would be much greater. What 
causes this wide variation? Nothing more than the 
age distribution of the employees or the average of 
your employees, the average length of service of your 
employees and the number of women employees com- 
pared with the number of men. It is easy for you to 
recognize that these relations will vary almost daily 
and so will the amount of pension you can buy for the 
group if you base the formula on a fixed number of 
cents per hour. 

Total and permanent disability payments also re- 
quire careful consideration. Many insurance compa- 
nies who wrote this kind of insurance before the last 
depression—did or almost did go broke paying claims 
at that time. It is surprising how many men can come 
up with back injuries and nervous exhaustion when 
jobs are hard to get and they are faced with layoff. 
A surprising number also can get a legitimate certifi- 
cate from their family doctor to prove the disability. 
Unless your company has a very liberal policy with 
regard to the pensioning of total and permanently dis- 
abled persons such as our company has and is willing 


to face the cost—it is best to refuse any request for 


90 


pensions for permanently and totally disabled em- 


ployees. In our own company—this year we have 
granted a minimum income of fifty dollars a month 
to all totally and permanently disabled employees 50 
years of age with fifteen years of service. Frankly, we 
have done nothing except put in writing what we have 
been doing for years. Even so, we have no real idea 
of our future liability for these disability payments; 
Past statistics are no guide. 

One other pitfall is life insurance for pensioners. 
It you have group insurance, you may think the cost 
is negligible since you pension only one or two men 
each year. The catch is that your net premium for 
group insurance for any one year for the pensioners 
depends more upon the number of pensioners who die 
in that year than upon the number you pension. For 
either a growing or a stable company, the number of 
pensioners dying in any year is usually much smaller 
than the number of new pensioners going on retire- 
ment. Thus your future liability is almost always 
much greater than your present cost. 

For instance, assume you have a policy in effect for 
each pensioner in the amount of $1,000 and after a 
number of years you have 300 pensioners covered. 
Then suppose 200 of them die in one year. Your cost 
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for that particular year is two hundred thousand dol- 
lars. That can be quite a shock to your financial sta- 
bility whether you are covered by insurance or self 
insured. 

I have tried to outline a few of the pitfalls it seems 
to me you should try to avoid in bargaining on pension 
plans. By all means, get the best and most sound 
actuarial advice on the cost of any pension plan you 
devise before you approach the bargaining table. Above 
all do not give in to the smooth tongue of some union 
bargaining agent before you have all the facts regard- 
ing the cost of the program under consideration. If 
you represent one of those lucky companies not ham- 
pered by a union, be sure that your plan is actuarially 
sound before you present it to your employees and then 
leave no stone unturned to acquaint them with the 
soundness of your plan after it is installed. 

After all this talk about pension plans, I imagine 
you'd like to know what features I think a good sound 
private pension plan should include. Well, here they 
are. The plan should be fully funded, insured, vested, 
supplementary to social security, and based on service 
and earnings. 

First—fully funded means that at any given time 
there are funds set aside to guarantee payment of the 
pensions earned and accrued to all employees up to 


if you want 
Y wily 
~ . Chocolate 
Ice Cream 


that moment—preferably in cash on deposit or in a 
trust fund invested in diversified securities. The poor- 
est security would be provided by having these funds 
invested in the stock of the company obligated to pay 
the pensions. Obviously failure of the company would 
destroy the ability of the fund to pay the necessary 
pensions and thus simultaneously destroy both current 
and old age security of the employee. 

Second—insured means that the pension plan should 
be insured. This is the best protection available for 
the employee, in that he is sure of his pension pay- 
ments as long as the insurance company remains sol- 
vent, regardless of what happens to the company em- 
ploying him. There is no question but that the in- 
sured plan costs the company moderately more than 
any other plan. And if the insured plan is contribu- 
tory—as they frequently are—it represents an increased 
cost on the part of the employee. But from the stand- 
point of long range soundness there is no doubt about 
its advantage and its appeal to the employee. The 
employer certainly should seek to give the employee 
the maximum degree of safety. 

Third—vested (as I have said before) means that 
an employee after a given period of service can leave 
the employ of the company and take with him a paid- 
up annuity covering the pension he has built up during 
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And it’s easy to TRY Van-Sal and BUY Van-Sal 
. » » because Van-Sal covers America . . . wherever 
you are, there’s a Van-Sal field yHOU®, 
For the ~ * 
busy season ahead, stock up on & 
Van-Sal now .. . “The Indus- * 
try’s No. 1 Vanilla” . . . costs 4 
less . . . goes farther . . . ° 


sells more. 
Write for Cost Comparison Chart 


_§. H. MAHONEY EXTRACT CO. 
Sally WH. Mahoney, Pres. | 


technician near you. 


ao 
7 van* 


RE 
» > PRR Se 


sions Suess SAE 


_ 221 E. CULLERTON RD. CHICAGO 16, ILL. 
4 . = DONS Apes 
- ~~ ee " _ n wines = S we 


| eens 





nem ee 





92 


his period of employment. This feature not only de- 
feats the appeal of area plaris such as the Toledo idea, 
but also allays the fear of the employee that he will be 
fired—unless protected by the union—a year or so 
before retirement age. 


Fourth—supplementary means that it should be in 
addition to social security. As I said before, I think 
it is all right to include social payments in the calcu- 
lation of any minimum payments you are willing to 
guarantee—but beyond this any private pension pay- 
ments should be independent of social security—that 
is, they should be added to social security—whatever 
that amount may be. For example, in our own plan we 
pay a pension which depends on earnings and length 
of service in addition to social security. If, however, 
the total does not exceed a specified minimum the dif.- 
ference is paid by the company. On the other hand 
the company payments are not reduced by increased 
social security benefits, merely because social security 
benefits plus normal company benefits bring the total 
above the minimum. 


Fifth—based on service and earnings means that 
employees with longer service and higher earnings 
should receive larger pensions. This is simply another 
expression of the principles of the free enterprise sys- 
tem. Some people adhere to the principle that no 
matter what the income of an individual may be during 
his working life, he should be reduced to a uniform 
subsistence level of income when retired. If we are to 
have any degree of satisfaction among our retired 
population I cannot subscribe to this thinking. To be 
happy and contented, our pensions should have an 
income that approaches the income they enjoyed while 
working. Some say it should be 40 or 50 per cent of 
active income. I will not argue about the precise per- 
centage, but I do think the percentage idea is sound 
and that pensions should vary with earnings. 


Our company was fortunate in that it established 
this pension plan in 1937. The soundness of the plan 
was never fully appreciated until recently when we be- 
gan to compare it with the first plans negotiated with 
unions. It had an opportunity to grow strong before 
it had to stand the test of comparison. It now has a 
twenty-one million dollar fund built up in the hands of 
the insurance company to back its provisions. If it 
had been compared with some of the present day plans 
in the first two years of its existence it would have 
been sadly lacking. I regret that you do not have the 
time to build up this kind of plan. Time has run out. 


Thus, plans created today must of necessity be based 
on economic considerations rather than on basic prin- 


| ciples of pension soundness. But I urge you to make 


your answer as sound as the economics of the situation 
will allow to prevent trouble in the future. 


This article is based om a talk given during the recent convention of 
the Southern Association of Ice Cream Manufacturers, held in Palm 
Beach, Florida. 
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our knowledge of each dealer’s methods of handling 
on a current basis. 

This, in my opinion, is the number one problem of 
the entire industry. It is a problem that is not likely 
ever to be completely solved. The extent of success 
which you have towards a real solution of this problem 
depends upon the extent to which you go in develop- 
ing and in executing a detailed program of dealer and 
fountain operator education, and re-education, and re- 
education, and re-education! There is no stopping point 
with such a program. There is a necessity for such a 
program. 

Now I am going to take the liberty of jumping 
directly from the dealer right back to the manufac- 
turer in the plant. I have made the statement that 
most plants are now equipped with all the necessary 
know-how and equipment to manufacture a high qual- 
ity product. It is common knowledge to all of you, 
however, that it requires eternal vigilance to make sure 
that this know-how and equipment is constantly used 
in the way it is supposed to be used. 

Our main unsolved plant problems are, however, 
the problems of efficiency and economy of operation. 

Here again we run into many variables, each of 
which must be brought under control if we are to 
affect a real efficiency and real economy of operation. 


Personnel 


Our number one variable, which becomes our num- 
ber one plant problem, is personnel. No matter how 
much you have invested in equipment or how much 
effort you have expended in the proper planning of the 
arrangement of your equipment, the economy of your 
operation is controlled by your personnel. In which 
connection I want to pass along to you a few thoughts 
and suggestions which you may find applicable to your 
Own operation. 

In the first place each employee has certain definite 
desires which are common to all of us. An employee 
wants to be recognized. An employee wants to feel 
important. He wants to feel that he is a part of the 
organization for which he is working. He wants some 
evidence of appreciation for his efforts. 

We cannot transcend human nature in any employee 
and expect that employee to produce as we would like 
him to produce. 

In dealing with other people, and with ourselves, 
it is essential that our dealings be bounded by fairly 
definite beginnings and fairly definite endings. 

The human mind as it is today is the product of an 
evolution, all of which evolution has taken place in a 
realm of beginnings and ends. I doubt very much 
that any mind is capable of assimilating the fact that 


Ice Cream Fievtp, March 1951 


in the space surrounding this world there is no end. 
The closer we come to tangible beginnings and ends, 
the greater is the clarity with which the human mind 
functions. As we become more familiar with particular 
beginnings and ends, this clarity of thinking is further 
improved. When we are very familiar with the begin- 
ning and end, and know in detail all that lies in be- 
tween the beginning and the end, the mind appears to 
function with its greatest clarity. 

This fact has a specific application in the training of 
employees and in the delegation of authority and re- 
sponsibility to them. 

Considering the fact that it is desirable for the em- 
ployer to recognize the employee the same desires for 
authority, responsibility, information, and security, that 
are apparent in the employer themselves, it becomes 
necessary to give more detailed consideration to the 
organization of operation. 

If we are to profit to the greatest extent of an em- 
ployee’s ability in exercising a definite authority, that 
authority must have a definite boundary. It must 
have a specific beginning and a specific end and it 
must not overlap the authority of others. If it is not 
so limited the element of confusion contributed by 
such lack of limitation will definitely detract from the 
quality of work done. In addition to definitely bound- 
ing the authority the employee must also be trained 
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so that he is familiar with all the details involved be- 
tween the beginnings and end of his specific authority. 
The same is true of responsibility. When delegating 
responsibility or authority this delegation must be done 
in such a manner that the employee is not confused as 
to any detail or as to any boundary of such a respon- 
sibility or authority. 

Since the delegation of authority and responsibility 
is a function of management, it appears essential that 
management assumes the responsibility for making a 
detailed study of every operation within the plant. 
This study should be set forth in writing, and the 
accumulated studies from all operations carefully anal- 
yzed by the management. 

The knowledge gained from such an analysis will 
permit the organization and segregation of specific 
duties and the isolation and bounding of specific au- 
thority. It will also provide the basis for the delega- 
tion of specific authorities and responsibilities with 
sufficient instructions to permit the execution of such 
authority and responsibility. 

During the past few years we have been either 
blessed or plagued with aptitude tests, personnel man- 
agement, personnel counseling, personnel departments, 
and any number of variations of these categories. Some 
wonderful results have been attained from study and 
application of personnel relations. 


To some extent, 
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however, it appears that the main personnel problem 
is the problem of providing the individual employee 
with knowledge of what he is to do, when he is to do 
it, how it is to be done, and why it is to be done, and 
then giving full recognition to a job well done. 

There is a third problem which I believe to be worthy 
of your consideration. That is the problem which we 
might call co-ordination of equipment for the most 
economical operation. 


It is entirely possible to have sufficient equipment 
and to have modern equipment and to produce a good 
product with this equipment with a minimum of man- 
power and still be paying for unnecessary power con- 
sumption. 

This fact can be particularly true in reference to 
tefrigerating equipment. Before developing the prob- 
lem it will be well for us to consider briefly some of 
the facts about refrigeration in general. 


Refrigeration is the removal of heat. Regardless of 
what we are refrigerating, we are concerned with the 
lowering of temperatures or with the maintenance of 
reduced temperatures. The only way temperatures 
can be lowered is by the removal of a portion of the 
heat contained in the substance to be cooled. 


If we are to remove or add a definite quantity of 
heat it is obvious that some means for measuring such 
quantity must be established. The universal unit for 
measuring heat is the British thermal unit and one 
British thermal unit is the quantity of heat that must 
be added to one pound of water to raise the tempera- 
ture of that one pound of water one degree F. Or, 
conversely, it is the quantity of heat that must be re- 
moved from one pound of water to reduce the tem- 
perature of that one pound of water one degree F. 


For refrigeration application another unit has been 


established. This is called the “Ton of Refrigeration.” 


One “ton of regrigeration” is the removal of 288,000 
b.t.u. at a uniform rate over a period of 24 hours. 


In refrigeration we also recognize two types of heat. 
These are sensible heat and latent heat. Sensible heat 
raises the temperature of a substance when added to 
it and lowers the temperature of a substance when re- 
moved from it. 

Latent heat, on the other hand, is the heat exchange 
involved when a substance changes from a liquid to a 
solid, or from a vapor to a liquid, or vice versa. 

Liquids possess a peculiar physical characteristic in 
that the boiling point of a given liquid at a given 
pressure is a constant. In the case of water this boil- 
ing point is 212 degrees F. 

Now each b.t.u. that is added to each one pound of 
water will cause a rise of one degree F. in the tempera- 
ture of that one pound of water. This continues until 
the temperature of that one pound of water reaches 
212 degrees F. The water boils at 212 degrees F. and 
the temperature remains constant until all of the water 
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has been changed into vapor, or steam. 

While it required the addition of only 1 b.t.u. to 
one pound of water to raise the temperature | degree F. 
it required 970.4 b.t.u. to change one pound of water 
at 212 degrees F. to one pound of steam at the same 
temperature. This is known as the Latent Heat of 
Vaporization for water. 

Now if the vaporization of one pound of water will 
remove such an extremely large quantity of heat it 
follows that if a liquid had a lower boiling point it 
would be possible to remove large quantities of heat 
while evaporating a comparatively small volume of 
liquid. 

Many liquids exhibit low boiling points and a large 
number of these are used as refrigerants in commercial 
refrigeration where the high heat absorption during 
vaporization is used for the purpose of reducing sur- 
rounding temperatures. 

For instance at 0 lbs. gauge pressure ammonia will 
boil at 28 degrees below zero F. Freon 12 boils at 21.6 
degrees below zero F. and Methyl Chloride boils at 
10.8 degrees below zero F. 

Therefore you can see why ammonia or other refrig- 
erants are capable of reducing temperatures by remov- 
ing heat from the surrounding area. It is also true 
that as the pressure changes on the refrigerants the 
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boiling point also changes. In the case of ammonia, 
it boils at 28 degrees below zero F. at 0 lbs. gauge 
pressure and it boils at 30 degrees above zero F. at 45 
lbs. gauge pressure. 

In your refrigerating system a liquid refrigerant 
under pressure is introduced into an evaporation, such 
as an ice cream freezer, a novelty tank, or a coil in 
your hardening room. The pressure within these 
evaporators is lowered and the temperature surround- 
ing the evaporator must be slightly higher than the 
boiling point of the refrigerant at the pressure within 
the evaporator. Therefore there is a transfer of heat 
from the surrounding area through the wall of the 
evaporator to the liquid refrigerant and this heat causes 
the refrigerant to boil. In boiling, the refrigerant 
absorbs great quantities of heat in changing its state 
from a liquid to a gas. 

Your refrigerant compressors pulls this gas from 
the evaporator and discharges it at high pressure to a 
refrigerant condenser. Here, at high pressures, the 
heat is fairly readily removed from the compressed 
refrigerant and in discharging this heat of vaporization 
it turns to a liquid state and is ready to use again in 
your evaporators. 

We now come to the point of economy of operation. 

It is obvious that the greater pressure there is exerted 
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on gas the more gas there will be represented in a 
single cubic foot. On the suction stroke each cylinder 
of your refrigerant compresser pulls in a definite vol- 
ume of gas. On the discharge stroke it discharges a 
definite volume of gas. The total refrigeration pro 
duced is based on the weight of the gas rather than 
the volume. It then becomes obvious that a refrig- 
erant compresser pulling on gas at 0 Ibs. of pressure 
will produce a definite quantity of refrigeration. It is 
also obvious that a refrigerant compresser operating at 
15 lbs. pressure will handle, by weight, much more 
refrigerant per revolution than will the machine oper- 
ating at O libs. pressure. As the weight of gas per 
revolution increases, the H.P. consumption increases 
but not in nearly so great a ratio as the refrigerating 
effect increases. Therefore, the higher the suction 
pressure you can maintain on your refrigerant com- 
presser, the lower will be your power cost per ton of 
refrigeration produced. 


The application in your specific operation becomes a 
study of the temperature difference between the refrig- 
erant in the evaporator and the medium which is be- 
ing cooled around that evaporator. The closer we can 
bring these two temperatures together the greater is 
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the opportunity for reducing our refrigerating costs to 
a minimum. 

I do want you to bear in mind one possible fallacy. 
On many evaporators we use back pressure control 
regulators to prevent the pressure within those evapo- 
rators from dropping below a certain point. Power 
consumed for refrigerating purposes is consumed at the 
compresser. If you are maintaining a back pressure 
of 40 or 45 Ibs. in a direct expansion holling tanks and 
your refrigerant compresser is still operating at 10 lbs. 
you are paying for refrigeration on the basis of power 
consumption at 10 Ibs. less pressure. 

The problem is one of adjusting your refrigeration 
load and of sizing your evaporators so that you can 
operate your refrigerant compressers at the maximum 
possible suction pressure. 

Obviously the suction pressure must be low enough 
for the liquid refrigrant to boil at a temperature slight- 
ly lower than that you are attempting to attain in the 
medium around the evaporator. 

It is also obvious that there will be a pressure drop 
between the evaporator and the refrigerant compressor. 
Proper sizing of suction lines will reduce this pressure 


| drop to a minimum. 


This article ts based on a talk presented during the recent Ice Cream 
Conference held at Pennsylvania State College, State College, Pa. 
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odic inspection and at this time all major overhaul jobs 
are performed. This work is done during the “slow” 
season as most of it is done in the maintenance shop 
rather completely dismantled for this inspection, past 
experience has proven that this complete dismantling 
is often unnecessary in order to determine the condition 
of the machine. 


The operators of each machine are carefully instruc- 
ted in the machine operations, using the manufacturers’ 
written instructions which are supplemented by addi- 
tional instructions—in writing—which apply to this 
plant’s operations. The operator is instructed to 
promptly report any abnormal condition in the ma- 
chine he is operating and his report is immediately 
investigated by the maintenance crew and any neces- 
sary repairs are made as soon as practical. As a re- 
sult of this cooperation between operating personnel 
and the maintenance crew very few expensive break- 
downs are experienced and a minimum of time is lost 
from the production schedule. 

The washup crew is carefully instructed in proper 
washup procedure. It is their job to report any dam- 
age to any part of the equipment which comes to light 
during the washup. 

One man is assigned the job of lubricating all equip- 
ment. 

The plant maintains a complete stock of necessary 
spare parts with which to handle any normal mainte- 
nancerequirements. The ordering of these parts is the 
responsibility of the engineers in charge of mainte- 
nance. 

The reason for the success of this plant’s program 
is properly trained personnel who cooperate with one 
another to achieve the common goal. In setting up a 
similar program, I would offer the following sugges- 
tions: 


Carefully select and train all plant personnel. Cul- 
tivate the feeling that each employee is an important 
part of the organization and that his job is vital to the 
well-being of the organization. 


Train each employee regarding the purpose and 
function of the equipment he is operating. Reading 
the manufacturer’s instructions covering the machine 
should be part of the training and these instructions 
should be available to the operator at all times. All 
too frequently, instruction books are either lost or 
locked in the superintendent’s office and are not avail- 
able to the operator of the equipment. Wherever 
possible, the operator of a new piece of equipment 
should work with the manufacturer’s installation man 
during the initial adjustment period. More of the 
operating characteristics of a machine can be learned 
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during this period than in any like period during the 
life of the machine. The operator should be impressed 
with the importance of and assigned the job of locating 
minor troubles before they become serious. Some 
operators can be assigned the job of maintaining their 
own machine, but in most plants, a maintenance man 
can best be assigned the job of making necessary cor- 
rection of difficulties reported by the operators. 


An Important Job 


Whenever practical, the operator of a machine 
should wash up his own machine, as experience has 
shown that this policy will pay dividends. Whether 
the operator or a special washup crew has the cleanup 
job, he must be impressed with the importance of the 
job and provided with the proper equipment to do the 
job. In many plants the cleanup is considered an un- 
important job and the poorest grade of labor is as- 
signed to the task. In many cases the cleanup crew is 
not equipped with proper pipe racks and washup 
tables to do an efficient job. One of the classic exam- 
ples of poor cleanup procedure was recently observed 
when following up a complaint of poor homogenizer 
performance and the failure of parts to give reasonable 
service. Two homogenizers were located about fifteen 
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feet apart in the milk department. During the dis- 
assembly a lard can was located midway between the 
machines. Parts removed from both machines were 
not too accurately aimed at the lard can. I don’t need 
to describe the results. Washup tables for the homo- 
genizers eliminated the trouble. 

Employ the best maintenance man you can get. Get 
a man who knows the meaning of cooperation. Beware 
of the man who wants to redesign all of the plant’s 
equipment. True, all equipment manufacturers make 
design errors—but it is a rare serviceman who can 
make enough improvements to overcome the disad- 
vantages of having non-standard equipment. All too 
often equipment manufacturers are called in to supply 
parts for a redesigned piece of equipment after the 
local plant man who made the changes has departed. 

Provide the necessary equipment and _ well-illumi- 
nated space for your maintenance—it will pay divi- 
dends in improved work. 

Encourage the maintenance man to make full use of 
manufacturers’ facilities and information. Encourage 
him to contact the manufacturer regarding any prob- 
lem to which he does not have the answer. 

In many smaller plants, the machine operator can 
be assigned the lubrication of the equipment which he 
operates. In some cases, this is not practical and when 
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so, the men selected for these jobs should be picked 


on the basis of conscientiousness and reliability. Older 
men seem to be better at this type of job. Whoever 
lubricates the machine should be supplied with the 
manufacturer’s instructions and the manufacturer’s 
recommended lubricants. Modern machinery runs at 
higher speeds and under heavier loads than machinery 
formerly used and in many cases requires special lubri- 
cation. I recall a case of where the representative of 


a reputable oil company recommended steam valve oil, 
which has about as much lubricating properties as 


kerosene, for the gear case of an homogenizer, with the 
result that all of the driving parts had to be replaced. 
The use of the recommended lubricant would have 
avoided this expensive repair work. 

Check sheets giving a suggested procedure for over- 
hauls can be supplied for many of the machines in 
your plant by the manufacturer of the equipment. In 
the absence of specific check sheets, most manufac- 
turers can give you helpful suggestions on what to do 
during the periodic overhauls. Frequently, it will be 
better to have the manufacturer’s service organization 
actually do the overhaul job—particularly where spe- 
cial tools or equipment are required. In the cases of 


certain items of equipment, manufacturers have set up 


exchange policies on all or part of the equipment. On 


other units, overhaul kits are available which facilitate 


maintenance work. Discuss your machinery problems 


with the manufacturer’s representative to determine 


what service is available. Always remember that he 
is interested in your problems; that his best advertise- 


ment is a satisfied user of his equipment. 


It is not practical to discuss specific maintenance 
instructions for all equipment in an ice cream plant on 
a program such as this, but I will attempt to give you 
some suggestions regarding certain key items of equip- 
ment. 


The Freezer 


An ice cream freezer is essentially a heat transfer 
device for removing heat from ice cream mix with the 
added provisions for incorporating measured amounts 
of air. Since it is basically a heat exchanger the prin- 
ciple difficulties experienced with ice cream freezers are 
due to poor heat transfer. The most frequent cause of 
poor heat transfer is the failure of freezer blades to 
remove the frozen film of mix from the cylinder walls. 
When your freezer does not operate properly your first 
point of attack should be the freezer blades. Improper- 
ly sharpened blades or blades which do not properly 
contact the cylinder wall are by far the most common 
cause of poor freezer performance. 

The second most common cause of freezer difficul- 
ties is due to the lack of liquid ammonia in the system. 
Many plants, for reasons best known to themselves, are 
continually operating with an insufficient supply of 


ammonia and are regularly experiencing difficulties due 
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to this cause. If the freezer operates normally and 
then suddenly starts dropping off in performance, 


check the supply of ammonia. 


Another common cause of poor freezer performance 
is the lack of adequate compressor capacity to main- 
tain the proper suction pressure. The compressor ca- 
pacity for a freezer or freezers should provide a 3 
to 5 pressure differential between the lowest freezer 
operating pressure and the highest compressor opera- 
ting pressure, in order to permit proper functioning 
of the back pressure controls. Many difficulties are 
experienced where freezers are operated at line pres- 
sure rather than at a controlled back pressure. 


Oil in the refrigeration system will form an insula- 
ting film on the outer surface of the freezing cylinder 
thereby reducing the transfer efficiency of the cylinder 
wall. The freezer ammonia chamber should be drained 
frequently to remove any oil and in some cases the am- 
monia chamber must be flushed with a solvent to 
successfully remove the oil film present. Proper com- 
pressor maintenance, the use of correct lubricants and a 
good oil separator represent about the only effective 
solution to this problem. Washing out the ammonia 
chamber with solvents or detergents give only tempo- 
rary relief, at best. 


Other factors which affect freezer performance in- 


clude the temperature of the mix entering the freezer 
and the mix composition. For best freezer performance 
the mix temperature should be below 40°F. and if it 
is above this temperature a reduction in over-all freezer 
capacity will result. In many cases difficulties will be 
experienced in securing the proper air incorporation 
where the freezer is supplied with a warm mix. The 
composition of any mix may be such that it is impos- 
sible to produce a firm ice cream at anywhere near 
normal freezer capacity. Where it is necessary to 
freeze to abnormally low temperatures in order to se- 
cure a firm ice cream, the mix composition or mix treat- 
ments should be investigated. 


Last but not least, operate your freezers within their 
rated capacity range. 


The Homogenizer 


The homogenizer is another piece of equipment 
which when properly installed and regularly serviced, 
will give a long, trouble-free life. Proper installation 
should provide for adequate pipe supports on the lines 
leading to and from the homogenizer, as well as a 
reliable power and water supply to the machine. In 
servicing the homogenizer, it is extremely important to 
use the proper lubricants, as an homogenizer is sub- 
jected to more severe service than any other piece of 
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equipment commonly found in an ice cream plant. 
The homogenizing valves, valve retainer, and suction 
and discharge valves should be regularly inspected to 
see that they are in the proper condition, as they all 
affect the homogenizing efficiency of the machine. 
Homogenizer suction and discharge valves should be 
ground in regularly but only enough to insure that 
they are properly seated. When these valves are so 
worn that it is no longer possible to secure the proper 
seating, the blocks should be reworked and new valves 
installed. A frequent cause of operating difficulties of 
homogenizers is due to the starving of the pump suc- 
tion because of clogged strainers or strainers which are 
too small, or too small a suction line between the mix 
supply tank and the homogenizer. In such cases, the 
installation of a booster pump to feed the homogenizer 
will help to correct this condition. The homogenizer 
gauge is the only guide to the actual treatment which 
the mixes receive and all too frequently these gauges 
are several hundred pounds off. Gauges should be 
checked and in many plants both an indicating and 
recording gauge are used to insure the proper treatment 


of the mix. 
Lubricating Oil 


One item which is vitally important to the refrigera- 
tion machinery is a good lubricating oil which has the 


proper pour point and which has a sufficiently high 
flash and fire point for the condensing temperatures 
commonly found in the plant. In an ice cream plant it 
is essential that the oil remain fluid at the normal hard- 
ening room temperatures. A good test is to take some 
of the oil and allow it to cool to hardening room tem- 
peratures so that the viscosity of the oil can be checked 
at this operating temperatures. 


The high head pressures in an ice cream plant will 
cause more problems then in a milk plant because the 
compression ratio is much higher, resulting in more 
super-heat and, therefore, a higher temperature in the 
gas discharge from the compressor. Some inferior oils 
which do not have a sufficiently high flash point will 
break down under high temperatures. Aside from se- 
lecting a good lubricating oil, the best answer to the 
problem is a good condensing setup which will allow 
the lowest economical head pressures. All condensing 
surfaces should be regularly cleaned to insure the best 
eficiency of operation. Pumps supplying condenser 
water should be cleaned and checked regularly. 


Many plants have low sides which are not properly 
designed and whenever practical, should be corrected; 
however, many plants with properly designed low sides 
fail to achieve the results possible with their system 
because the coils are not properly defrosted or are 
starved for liquid. Clean coils and an adequate re- 
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ceiver with enough ammonia to insure a constant sup- 
ply to all equipment will contribute much towards efh- 
cient performance on the part of the refrigeration 
system. 

Compressors should be operated in such numbers 
and in such a manner that the refrigeration load is 
balanced at normal operating pressures. Nothing is 
gained from a refrigeration standpoint and much is 
lost in the way of efficiency when a compressor is opera- 
ted at a suction pressure several pounds below that of 
the load. This has become a rather common occurrence 
in plants equipped with booster compressors even 
though many of these boosters are equipped with auto- 
matic capacity controls which are either not in opera- 
ting condition or are not being use. An automatic 
purging system is a good piece of equipment to have 
in any refrigeration system which is operating at sub- 
atmospheric pressures as it will insure the constant re- 
moval of any air which is drawn into the system. If 
you have a purger, check to see if it is being used. 

Compressors should be carefully inspected at least 
once a year and any worn or defective parts should 
be replaced. A compressor with badly worn rings or 
with improper seating valves can easily lose over half 
of its effective capacity— particularly when operating 


at low suction pressures. Aside from the loss of capa- 
city which may be vitally needed, the horse power per 
ton of refrigeration will rise sharply when a machine 
is not in proper operating condition. 

Thermal valves, float valves and other controls should 
be inspected annually. The thermal valves which are 
leaking or which for one reason or another are not 
properly controlling the refrigerant should be replaced, 
as poorly operating thermal valves are one of the most 
common causes of liquid being returned to the com- 
pressor. Float valve seats which are wire drawn or 
eroded should be replaced as they can cause difficulties 
similar to those experienced with thermal valves. 

If we can judge by our experiences during the last 
war, the electric motor will become one of the most 
critical items in the machinery list. The life of any 
motor can be prolonged by the proper lubrication, 
proper ventilation and the elimination of excessive 
moisture or water in the vicinity of the motor. Ade- 
quate power lines will help to insure peak performance 
at all times and will add to the life of the motor. All 
motors should be checked to see that they are provided 
with proper protection against overloads. 


This article is based on a talk given during the recent convention 
of the New England Association of Ice Cream Manufacturers, held 
in Boston’s Hotel Copley Plaza. 
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cannot be any better than the sanitary conditions under 
which it was made. 

Some plant employees are at times lax in properly 
cleaning and sanitizing equipment used to process 
frozen products. supposedly clean appearing 
equipment can have on its surface millions of bacteria 
not visible to the naked eye that are eager to contami- 
nate and therefore reduce the quality of any frozen 


product. 


Even 


Every plant operator should make it his primary 
responsibility to see that all process equipment is free 
from grease (fat) and milk stone each day. All equip- 
ment or machinery which comes in direct contact with 
milk or milk products must be thoroughly cleaned at 
the end of each day’s operation. Always dismantle 
removable parts on such equipment, clean and allow to 
air dry. To insure complete sanitation all equipment 
should be sanitized with a hypochlorite solution made 
from a product such as Sanitation HTH. 


The calcium hypochlorite solution can be applied 
following the cleaning operation, but it is better prac- 
tice to clean the equipment and permit it to air dry 
prior to reassembling. When the cleaned equipment 
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is all in place and ready for the day’s operation, fill 
the weight or dump tank with 50 to 100 gallons of 
warm water. Add enough calcium hypochlorite to 
give a 100 or 200 ppm available chlorine solution. 


Pump this chlorine solution through the freezers, pipe 
lines, holding tank, etc. 


Also immerse cans, molds, 
slabs, forms and other process equipment in a 100 to 
200 ppm available chlorine solution. Make sure there 
is complete drainage from all equipment. It is more 
economical and convenient to use a hard sprayer to 
treat the inside of large holding tanks with calcium 
hypochlorite solution. Where the spray method is 
used, the calcium hypochlorite solution should contain 
from 200 to 500 ppm available chlorine. After using 
sprayer, empty it, rinse thoroughly with water, and 
After drainage the equipment is in a good 


There are several factors that favor the use of a 
product such as Sanitation HTH for plant sanita- 
It is a dry, granular, free-flowing product that 


content. It is economical and convenient to use. Since 


it contains 70 percent available chlorine only a small 


amount is needed to make recommended strength solu- 
Calcium hypochlorite is readily soluble in hot 


Its germicidal ac- 
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Controlled Cleaning 
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sterilization should be applied immediately before the 
equipment is to be used again. 

Freezers should be rinsed with cold water and then 
with water at 115° F. to allow gradual heating of the 
machine. Washing compound may be added to the 
warm water in the machine but the machine should not 
be run for any length of time on this solution. Wash- 
ing solutions provide no lubrication and excessive op- 
eration with cleaning solution in the freezer will cause 
wear. Just a few turns are sufficient for the washing 
operation. 

The freezer should then be taken apart and each 
part scrubbed in a wash tank provided for the purpose. 
This provides an excellent opportunity for inspection 
and insures against poor cleaning on any of the parts. 

The disassembled freezer parts should be left on the 
table or cart to dry after the washing operation is 
completed. If the machine is reassembled wet, it may 
cause corrosion at points where the metal surfaces are 
in contact. Ice cream freeer parts such as dashers and 


cylinders are made up of alloys of different composi- | 


tion. These alloys occupy various positions in the elec- 
tromotive series and therefore the possibility of electro- 
lytic corrosion is always present. This tendency for 
corrosion can be reduced considerably by keeping the 
parts dry when not in use. 


Cleaning High Temperature Equipment 


High temperature equipment such as the pasteur- 
izers, homogenizers and coolers require somewhat more 
vigorous cleaning methods than the cold processing 
units. Such equipment should be rinsed and cooled 
as soon as possible after processing is completed. 
Prompt rinsing will reduce the amount of mix adhering 
to walls of the equipment and make cleaning easier. 

A well balanced alkaline cleaner with sufficient wa- 
ter conditioning phosphate content should be used. 
This prevents the formation of milkstone by removing 
the burn-on completely. The prevention of milkstone 
is important from the standpoint of keeping bacterial 
counts at a minimum. The use of proper alkaline 
cleaning compound will eliminate the need for acid 
milkstone removers and save cleaning time. 

When milkstone has been developed on such equip- 
ment, however, the acid cleaners are recommended as 
a means of removal. These acid cleaners or milkstone 
removers should be used with care. Directions should 
be followed on concentration and temperature and the 
time element should be as short as practical. In other 
words, application by the brushing method is pre- 
ferred over soaking. In pipe lines and enclosed sys- 
tems, the acid cleaner may be applied by circulating 
solutions for limited periods. The time of application 
is regulated according to the amount of deposit. 
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Chemical disinfection is generally preferred on ice 
cream equipment in the cold processing operations. 
This is especially true on large holding tanks where 
heat sterilization is not practical. Cold wall tanks and 
vats cannot be heated to satisfactory temperatures to 
accomplish sterilization because of the large open areas 
involved. Furthermore, the sudden heating of such 
surfaces may cause strains which cause distortion or 
breaks in the linings. Such equipment can be sprayed 
with chlorine or other recognized dairy disinfectant. 
This treatment should be given immediately before 
use of the equipment. 


Freezers, both continuous and batch type can be 
rinsed with hot water if the temperature is gradually 
raised to the 180 F. temperature. Additional chem- 
ical disinfection before use is recommended to control 
bacterial counts. 


High temperature equipment such as heaters, pas- 
teurizers and sanitary lines may be sterilized with hot 
water 180 F. for five minutes at the end of the clean- 
ing operation. An additional chemical sterilization 
prior to use is recommended. 
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Gjood Housekeeping 
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drop cords with protected light bulbs will help 
in enabling an employee to do a better job of 
cleaning. 

(2) Do you have the proper equipment and 
materials, such as brushes, cleaning compounds, 
etc., in sufficient quantity to render the best 
results? 


(3) Do you have sufficient sanitary pipe line 
storage racks and is the plant equipped with 
proper storage facilities for handling parts of 
equipment conveniently located so as to keep 
small equipment off the floor? 

(4) Have you done an efhcient job in training 
and familiarizing employees in an outlined man- 
ner, the proper methods of the cleaning opera- 
tion? 

(5) Is management familiar enough with the 
correct methods to really supervise and instruct 
the employee in the plant? It has been found 
from experience that our troubles in plants that 
have low ratings by regulatory people oftentimes 
isn’t entirely the fault of the person working 
out in the plant. 


It is needless to say that housekeeping and sanita- 
tion are synonymous whether it be receiving room, 
processing room, cooling room or toilet rooms in the 
plant. They have the same general problem. It is 
normal to assume that when we walk into a plant 
manager's or plant superintendent’s office and find a 
very disorderly, poorly kept office, we often find the 
same situation prevailing throughout the entire plant. 


Plant Vehicles and Trucks 


All of us are completely aware of the importance 
of the appearance of our plant both inside and out 
but sometimes forget the importance and significance 
of clean, well painted, well maintained trucks on our 
streets and highways. They are essentially the travel- 
ing billboards for all of our dairy plants. We have 
heard the statement from time to time by the average 
consumer to the effect: “I wonder what type of dairy 
plant a given company operates if it allows its trucks 
and drivers to appear before the consumer as they 
sometimes do.” Trucks and cars on highways are the 
best avenues of advertising dairy products that we 
have and hence we should all realize the importance of 
day to day supervision both of trucks and employees. 


Plant Grounds and Surroundings 


We all agree that a dairy processing plant should 
be immaculate on the inside and should show all evi- 
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dence of proper operation and management but quite 
frequently we see from outside appearances evidence 
of relaxing supervision. The approaching visitor or 
inspector will be considerably influenced in his impres- 
sion of the plant by the appearance of the outside sur- 
roundings. It is not to be implied that considerable 
amounts of money, labor and materials should be ex- 
pended on grounds and surroundings. We may assume 
that most plants attend to landscaping and improve- 
ment of yards as much as financial appropriations will 
allow. Observance has been made in many instances 
evidence of large amounts of money being spent to 
improve the outside appearances but all of this to no 
avail because of poor supervision. In these instances, 
piles of refuse, obsolete equipment, pipes and other 
discarded materials are left around the plant. The 
removal of refuse, etc., and the storage of obsolete 
equipment and material will greatly add to the appear- 
ance of the grounds without spending any money for 
shrubs and yard improvements. 


After several years of experience in making several 
hundred inspections in the evaporated milk industry 
for housekeeping and sanitary inspections, a person 
realizes the significance of housekeeping as related to 
employee relationships and public relations as well. 
These points can be better emphasized by considering 
the corrective housekeeping which is primarily depend- 
ent upon the human element in its execution and may 
be defined as the continual process of clean up neces- 
sary for clean and orderly operations. Furthermore, 
preventive housekeeping may be defined as elimination 
of dirt and disorderly appearance through better equip- 
ment, efficient engineering and improved design. These 
all go hand in hand with efhcient management and im- 
proved attitude on the part of plant owners, manage- 
ment, employees and consumers. 


In summing up what good housekeeping really 
means, we can best consider the dollar and cents value 
of better apperances. Improved housekeeping in our 
dairy plants is a fair guide of the profits for a given 
organization by its management. Labor along with 
management can accomplish a great deal by having a 
housekeeping committee. It isn’t just for regulatory 
requirements that we are all desirous of improving 
housekeeping and sanitation with the ultimate goal of 
improving our products and increasing our markets. 

In the foregoing information, we have attempted to 
give you a partial résumé of good housekeeping funda- 
mentals without attempting to cover the housekeeping 
of all types of plant operation. In an all-inclusive sub- 
ject such as plant housekeeping we often omit certain 
points which are essentially important in the funda- 
mentals of housekeeping and sanitation. In conclusion, 
It is interesting to observe that there has been more 
stress put on the items pertaining to improved house- 
keeping and better operation than any other phase of 
dairy plant operation. 
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production we desire, we began to consider the use of 
a continuous mixing system. At the present time, we 
are using a continuous flow system up to the 500-gallon 
pasteurizing holding tanks. The system now handles 
2,000 gallons of mix per hour but would be capable 
of at least 3,000 gallons per hour when converted into 


an H.T.S.T. system. 


The flow control, measurement and proportioning 
device we have installed in this system was built by the 
Fischer Company, of Hatboro, Pennsylvania. This 
unit controls and measures the flow of each of three 
materials; namely, condensed milk, liquid sugar, and 
fluid milk or water for standardization into the mix in 
the desired ratio. This type of unit has been used 
extensively in a great variety of industries for several 
years, but it quite new in its dairy plant application. 
It consists of three individual flow measuring devices, 
each having its own recording and totalizing or count- 
ing instrument, and an air activated flow control valve. 
In operation, each flow controller is set to deliver the 
desired number of pounds per minute of its respective 


Compressor 


The present and projected outlook for 
raw materials calls for sound judgment 
in the consideration of your body re- 
quirements for the few years ahead. 
LOOK AHEAD with Keystone for mod.- 
ern metal bodies that are built to stand 
hard useage . . . that are designed to 
carry capacity loads . . . that keep 
maintenance costs at a minimum. The 
investment you make NOW with Key- 
stone will pay dividends in satisfaction 
the years ahead. 


WRITE TODAY! 


5625 Tacony St., Philadelphia, Pa. 


product into the heater supply collecting tank. By 
means of a mechanical linkage, the total flow of the 
three meters can be increased or decreased to synchron- 
ize the flow to the mixing operation as a whole. An 
automatic counter in the system shuts off the flow when 
the total quantity desired has been delivered. The 
cutting of the cylinders of 80 percent cream into the 
run is correlated to the amount of fluid products deliv- 
ered into the mixing system to maintain a reasonably 
uniform fat content throughout the run. As a safety 
feature, on the fluid proportioning set-up, a device was 
included in the system that shuts off all flow if any 
one of the three products fails to maintain the desired 
rate of flow during the run. 

A the present time, we are not permitted by certain 
Boards of Health to immediately change over to 
H.T.S.T. pasteurization due to the lack of prescribed 
time and temperature standards, and also due to the 
lack of accepted equipment to be used for ice cream 
mix. However, considerable investigational work is be- 
ing done to establish standards for H.T.S.T. pasteur- 
ization of ice cream, and several companies are at- 
tempting to perfect acceptable equipment. 


This article is based on a talk given during the recent Ice Cream 
Conference held at Rutgers University, New Brunswick, New Jersey. 
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Are YOU Using the Right Type of Vanilla for 


NEM 


Your Ice Cream? 
There is a Special JOHNSON PURE VANILLA 
to Solve Your Individual Flavor Problem 


Our vanilla manufacturing “know-how” has been developed as a result of over a 
—~ half-century of experience in the extract field. 


~ We have a specific pure vanilla to meet your particular need. Remember, you must 
j_— use the right type of vanilla for best results. Try Johnson's today 


“—“~ 155 No. Beacon St. 


_ ee, ee cca Pig og H A. JOHNSON C0. 125 MacQuesten Pkwy., S. 
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appeared somewhat amazed when nobody argued with 
him and a scoop of ice cream was placed on his near- 
empty plate. 

Another man was waiting for his order to be filled 
at the store’s outgoing order department. The foun- 
tain clerk was busily wrapping up four pieces of pound 
cake and four containers of coffee when the announce- 
ment was made. 


“Say, mister,” the customer addressed the store em- 
ployee, “doesn’t that entitle me to some ice cream?” 


The waiter looked puzzled. 


“Free ice cream with all cake orders—you heard the 
announcement,” the customer insisted. “Just put four 
scoops of ice cream in a separate container.” 


The clerk hesitated no longer. A container full of 
ice cream was added—without charge—to the man’s 
order. 

With consumer reaction at such a peak, it’s no won- 
der that the fountain grossed $700 on February 15, the 
first day of the store’s “coming out party.” More than 
100 gallons of ice cream were consumed that day. The 
next day’s fountain sales went even higher, amounting 
to more than $1,000. Both of these figures were de- 
scribed as “conservative” by Mr. Morgan, who said 
that store and fountain trafic had “far exceeded our 
fondest expectations.” 


The soda fountain itself figured prominently in the 
five-month alteration process in the store. Two com- 
pletely new Seco fountain units were added and the 
capacity was extended from tenty to thirty-five stools. 
As of this writing, a gross of twenty dollars per stool 
per day has been achieved. Mr. Morgan predicts that 





SODA FOUNTAIN in Liggett's Times Square store has been 
renovated and now can accommodate thirty-five persons, as com- 
pared to twenty previously. 


Two new Seco units are featured. 





this figure will be increased by five dollars per stool 
in the near future. Store hours are from 8 A.M. to 
Midnight six days a week, and from 12 Noon to Mid- 
night on Sundays. 

The enviable soda fountain volume and store traffic 
recorded to date by the new Liggett store was seen as 
verification of Mr. Morgan’s contention that the foun- 
tain should be an integral department of just about 
every drug store. He noted that a national survey of 
all Liggett-Rexall drug stores had shown that for every 
soda fountain sale, a companion sale averaging ninety- 
eight cents was tallied in other departments of the 
store. 


He said that the same survey had indicated that a 
store loses thirty percent of its gross volume when its 
soda fountain is removed. This average holds true, 
he pointed out, even for stores whose fountains had 
accounted for less than thirty percent of the gross 
volume. 


Drawing For Automobile 


One of the carnival-like events which attracted thou- 
sands of persons into the store during the period from 
February 15 to 17 was the free drawing for a Renault 
automobile, which was scheduled to take place March 
1. No purchase was necessary for a customer to be 
eligible for the prize. All that was required was that 
he fill out a slip with his name and address and drop 
it into one of the many receptacles posted for that 
purpose around the store. The woman on stilts carried 
large signs advertising the automobile drawing as she 


strolled in the Times Square neighborhood. 


Another give-away caused great excitement in the 
store. Toy balloons were released throughout the 
store after it was announced that some of the balloons 
contained slips of paper redeemable for merchandise 
ranging from one to ten dollars in value. The mad. 
scrambles that followed these announcements are im- 
possible to describe. 


Another public relations technique that won public 
favor and patronage was the giving away of 500 or- 
chids on each of the three days of the celebration. 
These were awarded to the first 500 women that en- 


tered the store after 11 A.M. each day. The orchids 
were obtained at an approximate cost of six cents each 
from a supplier who flew them in daily from Hawaii. 


Children were not ignored by the give-away artists. 
Free toy balloons were distributed to the youngsters. 

But as delighted as the customers were with the 
retail circus, the store employees, many of whom worked 
longer hours than usual, looked equally pleased. Mr. 
Morgan explained that all sales personnel—even the 
“hawkers”—had been recruited from the staffs of the 
chain’s other stores. They were “having the time of 
their lives,” he added. All employees received their 
regular pay for their work during the store’s debut. 
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outlets could only be accomplished through drug 
stores and confectionery stores, because of their soda 
fountains. This holds true even today, if we consider 
bulk ice cream as our main objective. But we must 
admit that sales trends have changed and bulk ice 
cream is slowly but surely on its way out. Therefore, 
again I repeat “give us the courage to change things 
we can change. Give us the ability to know the differ- 
ence.” This is where packaged ice cream comes in, 
which is the courage to change; the grocery store and 
super market denote the ability to know the difference. 
The open type display cabinet has come along and 
completed the rearrangement from the impossible to 
the possible. 

Let’s take the corner grocery store first. This type 
of business, which in most cases is individually oper- 
ated, cannot afford to allow hours of operation to 
stand in the way. So these stores have long hours, 
keep open late at night and some are open on Sundays. 
This type of operation you must keep well supplied 
with store posters, constantly calling to the attention 
of their customers the fact that ice cream is available. 
Also, the store hours should be listed. This type of 
store has more gallonage available to us, as manufac- 
turers, than any other small type of store operation. 
They have greater traffic than the average small stores. 
The alert operator of the small grocery store is gradu- 
ally changing his operation over to self-service mar- 
keting because he finds that it helps him to a greater 
degree to give the proper service to his customers. 

Let us assume that this type of store is catering to a 
market that serves 250 families. If the average family 
consists of four people, this means the market serves 
1,000 people. On an annual per capita consumption 
of ice cream, at approximately four gallons per person, 
you would have a customer that should be selling 4,000 
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gallons of ice cream for your operation. That is a 
potential figure for you to shoot at as the value of that 
customer. 

In a recent merchandising campaign, which my com- 
pany conducted, I was amazed to learn from a top 
executive of one of our largest radio and television 
manufacturers that they value advertising out of the 
small grocery store greater than any medium that they 
could find. They realize that there is a greater per 
capita trafic in the small grocery store than in any 
other average store. The consumer purchaser spends 
more time per year in the grocery store than in any 
other retail business operated. Therefore, if we keep 
ice cream properly displayed with the proper point-of- 
sale material, we will cash in on that traffic. 

Now let’s go to the super market. If any of you are 
familiar with the West Coast, you know that better 
setup with super markets is enjoyed there than in the 
East. My observation on the West Coast was that a 
number of super markets are open to late hours in 
the evening, which is a decided advantage. It was not 
many years ago when we in the East were not over- 
enthused with the possibility of ice cream merchandis- 
ing through super markets, but our own experience 
has shown that we were wrong. 

I have recently learned of an interesting survey that 
was made. Hundreds of consumers were interviewed 
at the point of sale regarding their purchases of ice 
cream. The purpose of this interview was largely to 
appraise the degree of impulse buying, the effect of 
sales on pricing, quality of merchandise and cabinet 
appearance. As I learned, some of those interviewed 
were reinterviewed later at their homes. 
important facts that were learned: 


These are 


1. 65 percent of the consumers who purchased 
ice cream had planned to do so before en- 
tering the store; 35 percent of those who 
made purchases therefore were impulse buy- 
ers. 

70.2 percent of the “impulse buyers” said 
that they were influenced in buying ice cream 











by (a) clean, attractive cabinets and (b) the 
full display of a wide variety of flavors. 
Consumers were attracted to ice cream cab- 
inets but complained of “out of stock” con- 
ditions on flavors and partially-filled cab- 
inets. 

Impulse buyers, when asked “Why do you 
buy ice cream?” answered: 

(a) It is a time saving, favorite dessert. 

(b) It is requested by children and adults 


alike. 


83 percent of the consumers use Jiffy Bags 
and expressly wish to have them located on 
the cabinet or so near to the cabinet that 
their ice cream will keep firm while they con- 
tinue shopping or wait in line at the cashier’s 
counter. 


The survey showed that average consumers 
keep ice cream at home from a day to a day- 


and-a-half. 


We learn from this that impulse buying certainly 
can be improved if the store operator suggests ice 
cream during the noon hour and between four and six 
o'clock in the afternoon. We also have learned that 
it is necessary to increase your orders on flavors that 
sell well, so that you never run out of the best sellers. 
Also, all customers are potential buyers of ice cream. 
Let me remind you that when 83 percent of consumers 
want insulated bags, no store can afford to be without 
them if they want to merchandise ice cream. As one 
buyer of a large chain of stores told me, he asked zone 
managers to install in the mind of every store man- 
ager, that “ice cream is profitable and if they will put 
forth intelligent effort, they should be able to hold 
most of their summer ice cream business during the 
winter months.” 

To see to it that individual stores, whether they be 
the small grocery store or the large super market, mer- 
chandise ice cream is a responsibility of the ice cream 
manufacturer. 


Paper Packaging 


A short time ago, all our news commentators were 
telling of the ad placed by a farmer wanting to marry 
a girl who “must have a tractor.” No applicant was 
to be considered unless she sent along a picture of the 
tractor. Although this has a humorous side to it, I 
believe the farmer was sincere, because the operation 
of his home to him was the minor part of his problem, 
and proper farming, which he needed a tractor to ac- 
complish, was the important part. That brings to my 
mind that with our problem of merchandising through 
grocery stores and super markets we must have the 
proper package. Your package, its design and appeal, 
is thus one of the best guarantees of repeat business. 
Quoting from Hildreth Lange, of Macy’s Package and 
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Product Design Department, in New York, who says 
a smart, selling package will include: 


1. Eye appeal in design, motif, color. 


2. Originality. 

3. Good composition that includes all sides of 
the package. 
Topography that can be read by average to 
poor eyesight at some distance. 
Proper engineering that shows up the medi- 
um to best advantage. 
Salesmanship that gives a first attractive im- 
pression of the product. 
Closures that are accurate and easy to open, 
and 

8. Visible Pricing. 

We must see therefore that our package should stay 
in close harmony with the flavor or flavors of ice cream 
that we are selling. Do not endeavor to fool the people 
with your package. Do not have too fancy a package, 
because you then pass on to the customer the feeling 
that he is paying good money for a fancy package in- 
stead of for the ice cream. The difference between the 
human salesman and the package salesman is that 
when the salesman and the consumer depart, the 
package stays right with the consumer. It must face 
the test from there. 


4 Basic Principles 


In checking sales through super markets, we find 
that although the markets are owned by the same 
chain, there is a wide difference in sales and we have 
found this to be due frequently to the store manager. 
Wherever we were able to get a store manager to fol- 
low these four principles, sales increased: 

1. Put someone at the ice cream cabinet during 
the busy period of the day, instructing him 
as to what to say and how to sell ice cream. 
Keep your cabinet clean; wipe the top each 
day. 

Scrape off the frost on the inner part of the 
cabinet as often as necessary. 

When ice cream is low in the cabinet, build 
it up with false containers so that the re- 
maining stock of ice cream in the cabinet 
can be reached easily by the customer. 


Tie-In Sales 


I wonder how many of you are informed on the 
value of tie-in sales. Your opportunity for an appre- 
ciable increase in ice cream sales is terrific through 
this medium. No other outlets give you such an oppor- 
tunity for tie-in sales as the grocery store and super 
markets. There are many items in these stores that can 
be used. This opportunity does not present itself, on 
such a large scale, in other type stores, such as the drug 
store or the regular luncheonettes, restaurants or five 
and ten cent chain stores. I have found that merchan- 
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dising does not lie in just the work of putting up When it comes to the purchasing of ice cream, we 
posters. They held, but the idea of offering to the _ have learned that it is the mother who does the greatest 


public an attractive buy—an additional product that amount of buying. Also, there’s more ice cream being 
goes with ice cream—with the two offered at an attrac- 


tive price will obtain results. I might give you a defi- 
nite example such as pretzels and ice cream. A pretzel 


sold through food stores than any other single type of 
operation. Food stores are now selling twice as much 
ice cream as they did five years ago. In our operation 
manufacturer who is interested in promoting the sale we are satisfied that the grocery and super market 
of his product and who is wide awake enough to see _ outlets are outselling the drug stores by 30 percent 
that it is not always necessary for pretzels and beer to for all the ice cream sales for home use. 
go together, and gets the public to enjoy pretzels and 
ice cream, has a far greater consuming market. Our 
experience has been that on this one item alone, we 
have been able to create increased sales far beyond our 
expectations. This one item alone, carefully merchan- 
dised over a one month period, using a winter month, 
increased our sale of pint packages by 200,000 pints. 
This I call merchandising. This experience led us to 
other items and in all cases they have turned out to be 
successful. But we found that the increase of these 
sales was obtained chiefly in the grocery store and 
super market. 

In getting up your point-of-sale material, your ad- 
vertising posters and display materials must be attrac- 


tive, not gaudy, concise, but to the point as to what you This article is based on a talk presented during recent months by Mr. 


° Wainer at the merchandising sessions of various ice cream conventions 
want to accomplish. throughout the country. 


I met a gentleman recently who was connected with 
the cigar industry and during our discussion, he gave 
me the definition of a cigar: “Something lit at one end 
and a darn fool on the other.” That definition made 
quite an impression upon me and as I though more 
about it I felt very happy that I was connected with 
the ice cream industry. Although I am not capable 
of giving a definition of ice cream, I do feel that we 
have a much nicer presentation for ice cream, because 
it is a nutritious food accepted by all and it is a palat- 
able food enjoyed by persons aged three months to 


ninety years. We have the product that takes in every- 
one. 
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Kastern Chair Ice cream sales have been increasing steadily for 
some time in the Baltimore Markets stores. The firm 
is looking forward to doubling its present sales by this 
Spring and Summer, according to Mr. Gold, and plans 
at present are for a flavor-of-the-month campaign, 
ing this,” states Mr. Gold, “the greatest results are weekly flavor specials, and a good possibility of cookie 
obtained, and consumer resistance is broken.” or cake tie-in campaigns. 

One-day specials are also highlighted by the chain. Customarily, each store is serviced twice weekly 
Occasionally, ice cream will be sold for twenty-five until April 30. After that date, until October 30, they 
cents per pint, two cents lower than the regular price. are serviced three times per week. Also, Penn Dairies 

Jiffy bags are placed strategically on the superstruc- is never reluctant to make special delivery service to 
tures of the ice cream cabinets, along with a variety any store that runs out of ice cream. With the alert 
of sundae toppings, chocolate syrup, maraschino cher- _ policies effected by Baltimore Markets’ ice cream divi- 
ries, and other related items. The insulated bags are sion, these “emergency calls” are expected to increase 
also available at the check-out booths. in frequency in the months ahead. 
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cream on Thursdays, Fridays, and Saturdays. “By do- 
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The Header Asks: 





By DR. C. D. DAHLE 


Technical Editor, Ice Cream Field 


Ice Milk Formula? 


We are interested in a formula for ice milk. This prod- 
uct will be used to make malted milk shakes. 


Answer 


A formula for ice milk to be used in malted milk shakes 
can be made from the following: 
10.0 Ibs. 40% cream 
30.0 Ibs. condensed skim 
44.6 lbs. skimmilk 
15.0 Ibs. sugar 
0.5 Ib. stabilizer 
I am not familiar with the ice milk law in your state and 
if four per cent butterfat is not sufficient kindly get in touch 
with me as this mix that I am providing tests as follows: 
4 percent fat 
13 per cent serum solids 
15 per cent sugar 
0.4 per cent stabilizer 


State Law Says “No”? 


I received the formula you sent for ice milk, and wish to 
thank you for it. And checking our state law, I find it can- 
not be more than 2.5°% fat. 


I would appreciate it if you can make up another formula. 
We will make this mix in 100 gal. batches and would appre- 
ciate your figuring it on that basis. 


Answer 


Herewith you will find a new formula to conform to your 
2.5% standard for ice milk in your state. 
This is made up to 100 Ibs. and if you desire to make 100 
gals. merely multiply each ingredient by 9.2. 
40% Cream 6.25 
Cond. skim 30.00 
Skim 48.40 
Sugar 15.00 
Stabilizer 0.40 


Effects of Storage 


We would like to know whether the storage of ice cream 
has any effect on the quality of ice cream. We are most 
concerned with information on any detrimental effects, par- 
ticularly as to palatability, which may occur. 

No particular time of storage is had in mind just now. 
We were speculating as to the decrease in quality, if any, 
which might occur in, for instance a week, and then in 
three or four weeks, or longer. 

Would there be any gradual coalescing of ice crystals that 
would materially affect the texture? 

We would greatly appreciate any reply that you may 
find it convenient to give to this inquiry, and also any ap- 
propriate references on the topic that may be available. 


Answer 


If ice cream is made of good raw materials and is stored 
at the proper temperature it will keep for many months with- 
out deterioration whatsoever. 

We have kept ice cream in the hardening room for over 
one year and at the end of that period it was in excellent 
condition except for possibly the first one-half inch which 
had dried out somewhat. 

You have no need to worry about storing ice cream for a 
month in the hardening room if the hardening room tem- 
perature does not fluctuate to any extent and is always well 
below zero, say 15 degrees below zero or more and the ice 
cream is made from good, fresh materials that do not pro- 
duce any oxidized flavor. 

Many companies will begin to fill up their hardening rooms 
so that they will have ice cream available for several months 
before the “flush” season hits. This is, of course, if they have 
the room available. 

The effect of storage on texture is nil if the temperatures 
are —15 degrees below zero or thereabouts and the ice cream 
has never had a chance to soften up. As mentioned before, 
the ice cream as held for one year had excellent texture but 
the hardening room temperature never fluctuated to any ex- 
tent. 
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Stick Novelties Too Light? 
We are having trouble because our chocolate stick novel- 


ties are too light Could we add more serum solids to the 
mix to make them heavier? 
Whar is the limit of serum solids in a 10 per cent mix 
before we'll run into danger of the product becoming sandy. 
I will appreciate it if you would figure out a ten per cent 
mix using the following materials: 


30°% superheated condensed 
04% cream 
sugar 
corn syrup solids 
skim milk powder 
milk if needed, 4% 


Answer 


If your novelties are too light, then I think you are putting 
too much air into them. I suggest that you cut down on the 
overrun, or you might, of course, add more serum solids to 
the mix, but overrun is the big factor in weight. 

In a ten per cent mix I would increase the serum solids to 
at least 12 per cent and I am therefore submitting a mix 
below which will give you ten per cent butterfat, 12 per cent 
serum solids, and I am including stabilizer to the extent of 
0.3 per cent, although you did not mention whether or not 
you are using stabilizer and what you are using. 

40% cream 21.5% 

40% cream 21.5% 

Cond. skim 26.1% 

Corn syrup solids 8.0% 

Sugar 10.0% 

Stabilizer 0.3% 
This mix I am providing will give you plenty of good 
y: 


Contest 








from page /2 


ice cream habit, this should do it,” Mr. Dolphin de- 
clared. 

“They would be less than human if they did not 
experiment with other ways of serving ice cream, as 
well,” he added. 

A Sealright spokesman noted that since the ice 
cream manufacturer is to sponsor the contest for his 
own brand over his own name in his own market area, 
the take-home ice cream habits established by the con- 
test in his territory will be for his brand of ice cream. 

The mystery dessert recipe is the work of June 
Walker, noted home economist of Cleveland. A Ha- 
waiian motif is featured. The recipe is as follows: 


Cut a two-inch slice crosswise through 

an unpeeled pineapple. Scoop out a well 

in the center of the pineapple slice large 

enough for a scoop of mint (green) ice 

cream. Place bits cut from the pineapple 

slice around the ice cream. Top with a 

cherry. 

Sealright will publicize the contest in full page ad- 
vertisements in Collier's. The contest will run from 


May | to August 31. 
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Overrun Too Low? 

We would like to know what could off-balance our mix 
causing the overrun to be too low. As the ice cream comes 
out of the freezer it has a tendency to be sticky and 1s 
much too heavy. This condition also causes our sherbet to 
be heavy and have wery little overrun. 

Our formula is below. 

89 gals. water 

39 gals. cream 40° BAF. 

185 pounds sugar 

125 pounds skimmilk powder 
8 pounds stabilizer 


Answer 


In going over your formula I find that your mix is not par- 
ticularly well balanced. The composition is as follows: 
Fat 9.2 
Serum Solids 9.9 
Sugar 13.2 
Stabilizer .57 

I believe the fat standard for your state is 10 per cent. 

I am providing at this time a formula which will meet your 
state requirements and which will raise the serum solids con- 
tent and sugar to what I consider should be better propor- 
tions for your mix. 

Lbs. 
40% Cream 352 (42.5 gal.) 
Dry skim 139 
Sugar 210 
Stabilizer 6 
Water 699 (81 gal.) 

I believe your stabilizer content is a little high and this 

would make for a thick heavy mix and which would also be 


a deterrent to overrun. 


I believe the mix that I have submitted will give you better 
results. 


The materials prepared for the manufacturers to 
use over their own names in their own markets in- 
clude: soda fountain and retail store counter displays 
containing the contest entry blanks for consumers; 
streamers for fountain backbars, retail stores and the 
manufacturer’s and dealer’s delivery trucks; newspaper 
advertisements keyed to the local market area; a mo- 
tion picture previewing the grand prize Hawaiian trip 
for church, school and club groups and for driver- 
salsemen rallies; radio spots and programs; and ice 
cream dessert spots for television. 

The contest will be judged by R. L. Polk & Com- 
pany, national contest judging company of Chicago. 

The grand prize trip to Hawaii will include all ex- 
penses for two from any part of the United States to 
and from Hawaii by United Air Lines Stratoliner and 
ten days’ vacation at the luxurious Halekulani Hotel 
on Waikiki Beach. 

The Sealright spokesman stated that the success 
of the 1950 ice crearn dessert recipe contest indicated 
a demand for repetition of the contest plan as part 
of the firm’s 29th consecutive annual national adver- 
tising and merchandising program to help manufac- 
turers boost ice cream sales. Several hundred manu- 
facturers who used the Sealright contest plan last year 
have reported that thousands of contest entries brought 
increased sales of their ice cream. 


111 


IA ARN te 


Gata ae rR RE 











| issociation News | 











ir. hirk To Address DISA 


‘TT HREE nationally-known speakers will address con- 
vening dairy supply and equipment men at New York’s 
Horel Commodore March 22 


tries Supply Association holds its thirty-second annual busi- 


and 23, when Dairy Indus- 


ness meeting. DISA officials announced from Washington 
that featured speakers will be: 


Dr. Grayson Kirk, a recognized authority on internationai 
relation and Acting President of Columbia University dur- 
ing General Eisenhower’s absence. 

F. K. Doscher, Vice President in Charge of Sales, Lily- 
Tulip Cup Corporation, who will speak on “What Happens 
to the Salesman This Time?”. 

A nationally-known (but yet unannounced) labor-manage- 
ment relations expert to discuss problems arising in a garrison 
economy. 

In addition to these men, DISA executives will also listen 
to “State-of-the-Industry” report from DISA President K. L. 
Wallace of Toronoto, Canada. Facts for the presidential 
address, gathered from top executives and key field personnel 
of DISA’s member companies, are presently being organized 
by the Canadian president into a cohesive presentation. 

A report on government recognition of the essentiality of 
the dairy equipment industry will be made by DISA com- 
mitteemen working most closely with this present problem. 
Other DISA people will report, first hand, on how govern- 
ment controls (or lack of them) have affected their busi- 
nesses. 

Another important feature of the meeting will be the 
election of six men to the Board of Directors—three Direc- 
tors-at-Large and three Commodity Directors. Following 
election of directors, the Board will convene to elect officers 
for the coming year. 


Meanwhile, representatives of the dairy equipment indus 
try asked the National Production Authority early last 
month for assistance in obtaining sufhcient supplies of stain- 
less steel to keep the nation’s dairy industry operating at 
high levels. 

They said dairy food production for defense activities and 
the civilian economy would be seriously affected if supplies 
of stainless steel and other alloys for their industry are cur- 
tailed, adding that there are no practical substitutes for these 
metals in processing equipment for milk, butter, cheess, ice 
cream, and dry and evaporated milk. 

NPA informed the conference it is developing a program 
to provide materials for maintenance, repair and operating 
supplies for defense and other essential industries. 

Industry representatives said they now have a_five-to-six 
month backlog of orders and unless necessary materials are 
provided, the industry faces a shutdown on production of 
bottle fillers, pasteurizers, storage and receiving tanks. plate 
equipment, weigh cans, homogenizers, milk filters and pumps, 
and other processing machinery. 


Manufacturers said their industry’s consumption of stain- 
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less steel for the last three years averaged 6,800 tons, or 1.7 
percent of the total 400,000 tons of plate, sheet and bar 
stainless steel produced. They added thar stainless steel is 
the only metal found capable of sanitary dairy operation 
over a period of time. 

They cited an industry survey showing dairy equipment 
will require about one-half of one percent of the nation’s 
1951 nickel supply and one-tenth of one percent of copper 
production. They said copper and nickel are used together 
in white metal for fittings. 

The possibility of conserving critical materials by returning 
obsolete equipment to mills in exchange for new equipment 
was also discussed. 

Industry representatives taking part were: W. J. Anderson, 
Specialry Brass Company, Inc., Kenosha, Wisconsin; D. G. 
Colony, Manton Gaulin Manufacturing Company, Everett, 
Massachusetts; H. J. Engelke, Engelke Engineering Com- 
pany, Hartford, Wisconsin; Paul K. Girton, Girton Manu- 
facturing Company, Millville, Pennsylvania; L. R. Her- 
mann, Cherry-Burrell Corporation, Chicago, Illinois; Harry 
L. Miller, Chester-Jensen Company, Chester, Pennsylvania; 
David M. Mojonnier, Mojonnier Bros. Company, Chicago, 
Illinois; George W. Putnam, Creamery Package Manufac- 
turing Company, Chicago, Illinois; C. A. Rogers, C. E. 
Rogers Company, Detroit, Michigan; V. Schwarzkopf, 
Lathrop-Paulson Company, Chicago, Illinois; and H. L. 
Solie, General Dairy Equipment Company, Minneapolis, 
Minnesota. 


LAICM To Meet In Detroit 


Detroit will be the locale of the 1951 convention of the 
International Association of Ice Cream Manufacturers. The 
dates are October 22 to 24. The official hotel will be an- 
nounced later. 

The Milk Industry Foundation will convene during the 
same week. A joint General Session of both groups wiil 
be a feature of the meetings. 


Dairy Queen Elects Hocker 


O. Glen Hocker, Dairy Queen, Inc., Mexico, Missouri, 
was elected President of the Dairy Queen National Trade 
Association at its third annual convention held at the Hotel 
Sherman, Chicago, Illinois, on January 5 and 6. 

Other officers elected were: first Vice President, H. A. 
Hallstrom, Wakefield, Massachusetts; second Vice President, 
J. C. Cruickshank, Arlanta, Georgia; Secretary, H. F. Oltz, 
Miami, Florida; Treasurer, C. A. Axene, Galesburg, Illinois; 
Executive Secretary, Kirk A. Journy, Moline, Illinois. 

Phil Phillips of Northwest Cone Company was elected 
President of the “Queen’s Jesters,” the suppliers group of 


the National Association. A total of 953 persons was reg- 
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istered for the convention and thirty-six suppliers of Dairy 
Queen merchandise were exhibited. 


In Mr. Journy’s report members. were informed that plans 
for an enlarged membership program were being developed 
for 1951. Present membership is 1,055 stores from a total 
of all stores numbering 1,221, excluding California. The 
number of Dairy Queen stores in operation in November, 
1949, was 807. 


REMA Confah Set For Buffalo 


The 1951 Eastern Refrigeration and Air Conditioning 
Educational Exhibit and Conference will be held at Buffalo, 
New York, April 6 to 8. It is the last in a series of such 
sectional conferences sponsored by the Refrigeration Equip- 





DAIRY QUEEN Board of Directors—from left to right—are O. 
Glen Hocker, H. F. Oltz, T. E. Moberg, Kirk A. Journy, W. C. 
Brown, C. A. Axene, H. A. Hallstrom, Guy Looper, J. C. Cruick- 
shank, and C. R. Medd. 





ment Manufacturers Association and the Refrigeration Ser- 
vice Engineers Society. 

The entire 17th floor of the Hotel Statler will be used to 
louse exhibits. Meetings will be held on the same floor. 


Hunn Heads Alabama broup 


Jack Dunn, Bozden-Lily Pure Ice Cream Company, was 
elected President of the Alabama Dairy Products Associa- 
tion at the group’s annual convention, held January 19 and 
20 in Birmingham. E. L. Widemire, Widemire’s, Inc., was 
named Vice President of the concentrated products division. 
Joe Bear, Bear’s Ice Cream Company, Mobile, is the new 
Vice President of the ice cream division. J. W. Parkman, Jr., 
Dothan Ice Cream Company, was re-elected Secretary- 
Treasurer 

George Gardner, Robert A. Johnston Company, was 
elected President of the Alabama Dairy Boosters. Arnold 
Greene, Certified Products Company, is Vice President. 
L. Q. Patton, John R. White Company, is Secretary-Treas- 
urer. Floyd Russell of the Russell Corporation is retiring 
President of the supply men’s group. 





ALABAMA DAIRY Products Association 
met in Birmingham in January. Floyd A. 
Russell had his camera with him, and those 
trapped in his lens included (left to right): 


R. Kinnett, Jr. Kinnett Dairy, Inc.. 
bus, Ohio; Floyd A. Russell, Russell Corpo- 
ration, Charlotte, North Carolina. 


Colum- 3rd ROW: "Bill" Fuller, Fuller Supply Com- 
pany, Birmingham, Margaret McMillan, 
Foremost Dairies, Birmingham, and |. M. 


“Dick Reese, Foremost Dairies, Birming- 


ist ROW: 1951 Officers, including R. Wal- 
ker Barfield, Director, J. W. Parkman, Jr., 
Secretary-Treasurer, Jack Dunn, President, 
Byron Morris, Director, Henry W. Howle, Di- 
rector, E. L. Widemire, Vice-President, Joe 
Baer, Vice-President; Alabama Dairy Boost- 
ers’ 1951 Officers: Floyd A. Russell, retiring 
President, George E. Gardner, President, J. 
Arnold Greene, Vice-President, and L. Q 
Pat’ Patton, Secretary-Treasurer; A. J. 
Claxton, Meadow Gold Dairies, Pittsburgh, 
Pennsylvania; Carl B. Kimbrough, and John 


2nd ROW: Pat Hawkins, Kelvinator Corpo- 
ration, Memphis, and J. Clarence Dancken, 
Ambrosia Chocolate Company, Milwaukee; 
Mrs. H. E. Thurett, Vice-President, Alabama 
Dairy Maids with H. E. Shurett, Perry 
Creamery Company, Tuscaloosa, Alabama; 
Mrs. Becky Swango, L. Q. “Pat” Patton, 
Mrs. Lucile Weaver, R. E. Heflin of John 
R. White Co., Birmingham; Dr. C. L. Wren- 
shall with Oscar Coleman of Foremost 
Dairies, Jacksonville, Florida; William Gor- 
don Wright, Schaefer, Inc., Minneapolis, 
Minnesota. 


ham; Mrs. Dave Mulligan, Dave Mulligan 
(Sally Mahoney Extract Company) with 
Mrs. Claire Baker, Baker's Frozen Sweets, 
Birmingham and Joe Bear, Bear Ice Cream 
Company, Mobile; Miller A. Widemire, E. 
L. Widemire, Mrs. D. ?. Widemire, D. P. 
Widemire, and E. L. Widemire, Jr., of 
Widemire, Inc.; Alabama Dairy Maids’ 195! 
Officers: Mrs. Maurice Allen, President, 
Mrs. John W. Ault, Vice-President, Mrs. 
S. M. "Dick" Reese, Publicity, and Mrs. 
P. B. Yeargan, Secretary. 
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SUTHERLAND APPOINTS HUBBELL 


Sutherland Paper Com 
has announced the 
appointment of Mark 
Hubbell to its fie'd sales 


With headquarters 


pany 


force. 
in Decatur, IIlinots, his 
territory will consist o! 
counties in central Illinots 
and no:thwestern Missouri. 
Mr. Hubbell has had 
previous sales experience in 
the folding carton field, 
MARK HUB3ELL 


completed an intensive sales 


and after joining the Suth- 
erland sales department he 


training program. 


SEALRIGHT APPOINTS LeMESSURIER 
R. Reid McNamara, Sales Manager of Sealright Com- 


pany, Inc., announces creation of a new district organization 
for the company in New York State, western Pennsylvania 
and West Virginia. Jack LeMessurier, who has an outstand- 
ing background as dairy and ice cream sales and packaging 
counselor as Sealright representative for fifteen years in 
Pennsylvania, has been appointed Manager of the new 
District. 


Mr. McNamara said the new District organization is to 
“close ranks in improving Sealright sales service to dairies, 
ice cream manufacturers, and food processors in this impor- 
tant territory.” He said that headquarters for the new 
District will be Syracuse, New York. 

Mr. LeMessurier, the new District Manager, is a native 
of Syracuse. 
1935. 


Mr. McNamara is seen (left) in the accompanying photo- 


He is a graduate of Colzate University in 


graph, talking over business matters with Mr. LeMessurier. 
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EXTRAX APPOINTS HUCH ANDERSON 


Extrax Company, suppliers of frozen stick confection ma- 
terials and equipment, recently announced the appointment 
of Hugh L. Anderson as the company’s southwest represen- 
tative. 

Mr. Anderson has been associated with the dairy and ice 
cream industry for many years and more recently was a 
sales representative for Ice Cream Novelties, Inc. 

He will cover the Southwestern states and offer the Extrax 
program featuring a complete line of frozen stick confection 
products. He will also introduce in his territory the “Billy 
Marshmallow,” and fruit coated frozen marshmallow on-a- 
stick, recently added to the Extrax line. 


NEELY GETS SALES POST 


In a joint statement by 
officials of the John H. 
Mulholland Company, of 
Milford, Delaware, and 
the Mulholland - Harper 
Company of Philadelphia, 
announcement has _ been 
made of the appointment 
of J. F. their 
sales representative for the 
States of Virginia and 
North and South Caro- 
lina. Mr. Neely lives at 
1304 Brooks Avenue, Raleigh, North Carolina, and is a 
native of that state. 


Neely as 


J. F. NEELY 


He is widely known in that area for 
his work in the dairy industry and is at present Secretary 
and Treasurer of the Tarheel Supplymen’s Association of 
North Carolina. 

The John H. Mulholland Company manufactures wooden 
ice cream spoons and the Mulholland-Harper Company 
manufactures metal outdoor advertising signs. 


DERBY TO REPRESENT WILBUR 
Charles S. Grube, Vice President, Director of Bulk Sales 


for the Wilbur Suchard Chocolate Company, Inc. announced 
recently the appointment of Elmer G. Derby as New Eng- 
land broker for the bulk sales of the firm’s entire line of 
chocolate products. 

Mr. Derby recently tendered his resignation from the 
Walter Baker Chocolate and Cocoa Division of General 
Foods. His appointment by Wilbur Suchard as broker in 
the New England territory is the first indication of his busi- 
ness plans for the future and is the first announcement of 
his decision to enter the brokerage business His office will 
be located at 131 State Street, Boston, Massachusetts. 

Mr. Grube stated that Mr. Derby will handle the sales 
of the complete line of Wilbur chocolate coatings, liquors, 
cocoa powders, ice cream mixes and cookie chocolates to 
the candy manufacturers, dairies, ice cream plants, and 
bakeries in the six New England States. 
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ROY SLENTZ (LEFT) AND C. L. STEPHENS 





NORMAN DEARING (LEFT) AND EDWARD H. RUSH 





SLENTZ, STEPHENS EARN AWARDS 


The confectionery industry has two winners in the Fort 
Worth Sales Executive’s annual competition. The club’ 
distinguished service pins for 1950 went to Roy Slentz of 
Minneapolis, Minn., and C. L. Stephens of Oklahoma City, 
both representatives of the ice cream brittle flavor division 
of the Pangburn Candy Company and Drumstick, Inc., fran- 
chisers of Frozen Drumsticks and Mr. Big ice cream cones. 

The award goes to the salesman handling the biggest vol- 
ume for his company or for showing the largest increase 
in a 12-month period. Mr. Stephens showed a forty-one 
per cent increase in sales territory of Oklahoma, Texas, 
Arkansas, Louisiana, Mississippi, and Alabama. Mr. Slentz’s 
territory extends over Minnesota, Wisconsin, Illinois, and 
Iowa. He posted a sixty-one per cent increase. 





HOMER HEEGE, Field Sales 
Manager of the Sutherland 
Paper Company, died Feb- 
ruary 8. He had been with 
the firm since 1931, the last 
eight years of which he had 
held the sales manager's 
post. 





B. YOUNG ANNOUNCES APPOINTMENTS 

Norman Dearing, Sales Manager of B. Young & Company 
of America, Ltd., gelatin specialists, has announced the ap- 
pointments of three sales representatives. 

Edward H. Rush of Omaha, Nebraska, has been assigned 
the Nebraska, Iowa, Minnesota and Kansas area. 

Henry T. Flaherty of Clinton, Massachusetts, will cover 
the New England states. Mr. Flaherty has extensive ice 
cream industry experience, having been associated with the 
McCann Bros. Dairy Products Company in Clinton for thir- 
teen years. 

Lee W. Lamboy, operating as the West Coast Coverage 
Company, will handle B. Young’s Spa gelatin in California. 
Mr. Lamboy is well known in West Coast ice cream circles. 

Mr. Dearing is a native of Great Britain. He came to the 
United States originally in June, 1949, at which time he 
and C. G. Smith, Director of the firm, thoroughly in- 
vestigated the American market for Spa gelatin. Pleased 
with the reception accorded the product, Mr. Dearing be- 
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came a permanent resident of the United States, and lives 
in Long Island, New York, with his wife and three children. 

After serving in the Royal Air Force, Mr. Dearing joined 
the sales staff of B. Young & Company, Ltd. of London in 
1946. He later became Northern Sales Manager of the 
company, and covered the North of England, Scotland, and 
Northern Ireland. He gained experience in the export busi- 
ness during visits to Denmark and Sweden. 

Mr. Dearing is reportedly exceedingly appreciative of the 
“friendly and cordial reception” which he and Spa gelatin 
have received at the hands of American ice cream men. 


KELVINATOR NAMES 3 


Appointment of three new regional sales managers was 
announced recently by D. H, Carter, sales manager, ice 
cream cabinet division, Nash-Kelvinator Corporation. 

Lowell G. Collins has been named New York sales man- 
ager, with headquarters in New York City; William C. 
Mayfield has been named Southeastern sales manager, with 
headquarters at Atlanta, Ga., and George H. Rogers becomes 
Northeastern manager, headquarters at Cambridge, Mass. 





NASH KELVINATOR Sales 
Managers are Lowell G. Col- 
lins (below left), William C. 
Mayfield (below, right), and 
George H. Rogers (at the 
right}. 
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| New Products | 





SCHAEFER CATALOG 


An attractive new descriptive catalog 
covering its complete line of chirteen ice 
cream cabinets has just been issued by 
Schaefer, Inc. 

The book is pocket size with a durable 
cover and contains twenty pages of illus- 
trations and complete specifications cOvV- 
ering Schaefer's eight models for dipping 
model O12 open-type 
merchandiser (see illustration) and four 
models of the well-know n Clearview slid- 


and storage, the 


Ing glass top merchandisers. 
Copies ot this catalog may he had on 
request 


PORT MORRIS UNIT 2 


Port Morris and Tool Works, manu- 
tacturer of the Electro Freeze machines, 
has developed and tested a new type dis- 
pensing head that is said to insure a 
firm first portion of soft ice cream or 
custard. The unit has only one moving 
part and there are only two parts in the 


new dispensing head to be cleaned. The 





Your Firm Name 


Address 


Your Name 


Your Title 











unit complies with the sanitary codes. 

There is a new, quick action principle 
used in this Electro Freeze head that 
gives the operator trigger action control 
of the drawing, the manufacturer states. 
The nozzle keeps the custard inside the 
mixing cylinder until it is drawn into 
cone or cup, thus eliminating the usual 
watery first portion. 


GIRTON PROCESSORS 3 

“Make Tastier Dairy Products” is the 
title of a new bulletin recently released 
by the Girton Manufacturing Company. 
This bulletin describes the line of Girton 
Pressure Wall These 


ave specifically designed to give fast and 


Processors. vats 
quick cooling to dairy and other food 
products whose quality and flavor are 
dependent upon controlled processing. 


It also provides efhcient equipment for 
mixing and blending particularly where 
heating or cooling are part of the opera- 
tion. It also can be used as a refrigerated 
storage vat where the temperature of the 
product needs to be maintained at a low 
point, according to a Girton spokesman. 


——IVFORMATION PLEASE 


To New Products Department, 
Ice Cream Field 

19 West 44 Street 

New York 18, N. Y. 


I would like to know more about the 
following New Products mentioned in 
the March issue. 


Load 


(Print Identifying Numbers ) 


Copies of the bulletin may be obtained 


by writing to the company. 


“TWIN SANDWICH” 


A new ice cream sandwich wafer is 
now available to manufacturers . . . a 
version of the Empire rectangular wafer. 
The announcement was made by Bill 
Rabin, Sales Manager of Empire Bis- 
cuits Division of Airline Foods. 

The new Twin Sandwich is scored at 
the center, making it easy for the retailer 
or customer to break it in half neatly. 
Mr. Rabin feels that the new Twin 
Sandwich offers many new merchandis- 
ing possibilities. 

In addition to manufacturing a com- 
plete line of ice cream sandwich wafers, 
Empire Biscuits supplies the industry 
with streamers, bags, and other promo- 
tional material to back up its ice cream 
sandwich program. Complete informa- 
tion on the line is available on request. 


ROYAL TREAT 5 


Alpha Aromatics, Inc., has developed 
a new ice cream flavor which is called 
Royal Treat, a fruity vanilla, and is de- 
scribed by a spokesman for the firm as 
“out of the ordinary as far as ice cream 
flavors are concerned.” 

Joseph Surry and Milton Ainbinder, 
executives of the firm, point out that the 
new product has been thoroughly taste- 
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tested, and that several leading ice cream 
manufacturers have placed it on the 
market. Consumer reaction has been re- 
ported as “extremely favorable.” 

Two ounces of the flavor are required 
for ten gallons of finished ice cream. 
The result is an ice cream that looks like 
vanilla ice cream but that has a unique 
taste, according to the Alpha spokesman. 

Merchandising materials have been 
prepared by Alpha to support sales of 
Royal Treat ice cream. Theme of 
the advertising is “fit for a king.” 
Streamers portray a king eating the ice 
cream with obvious great enjoyment. 

Additional information and literature 
are available on request. 


MILLS FREEZERS 6 


A new model refrigerated side cabinet 
pump-fed ice cream and frozen custard 
freezer is now available from Mills In- 
dustries, Inc. A continuous supply of 
custard is provided because refrigerated 
mix is supplied from the cabinet by pump 
as the finished custard is drawn off. A 
new sanitary draw-off custard spigot 
serves custard with speed and ease and is 
available on all 1951 Mills Freezers. An 
extra heavy drive head has been intro- 
duced to provide greater strength for low 
temperature custard making. A new 2- 
horsepower agitator drive motor is also 
available and is interchangeable with the 
standard motor for extra low custard 
temperature operation. 





A colorful new brochure describing the 
1951 line of Mills continuous custard 
and batch ice cream freezers is available 
on request. 


ISOFLEX 7 


An increasing number of refrigerated 
ice cream trucks are being equipped with 
low-temperature, lightweight insulating 
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panels made of multiple laminations of 
Lumarith, the Celanese acetate plastic 
film. 

Made by the Isodex Corporation, the 
corugated insulating material was intro- 
duced in America several months ago af- 
ter fifteen years’ successful operating ex- 
perience in Europe. Ice cream trucks be- 
longing to the fleet of the Pioneer Ice 
Cream Division of the Borden Company 
have been making extensive use of Iso- 
flex. 

Isoflex consists of multiple layers of 
cellulose acetate film, laminated at right 
angles to each other to provide a maxi- 
mum barrier to the flow of heat. Cellu- 
lose acetate was selected as the film be- 
cause of its low thermal conductivity and 
its proven ability to maintain its normal 
properties in the presence of water, vapor 
or condensation. 

One thousand board feet of IsoMex 
weighs fifty pounds. Isoflex is said to 
have a low rate of moisture absorption. 
It does not absorb large quantities of 
water or ice. Isoflex panels, manufac- 
tured in various sizes, are cut one-quar- 
ter inch oversize and sprung into place, 
providing a tight seal against leakage. 
This may be applied in one or more lay- 
ers. No fasteners are necessary. 

A photograph of workmen installing 
Isofex insulating panels in the refriger- 
ated trucks of the Pioneer Division is 
reproduced at the top of this page. Ad- 
ditional information and literature are 
available on request. 


CAN-PRO LINE 8 


Can-Pro Corporation, manufacturers 
of insulated containers, announces that 
it has expanded its line to include sev- 
eral new sizes. These new sizes are avail- 
able for immediate delivery from stock, 


according to the firm. Dimensions of the 
new containers are as follows: 12)" by 
22” by 32”; 19” by 23” by 30°; 294° 
by 20” by 23”; 19” by 34” by 30°; 
291," by 31” by 23°; 37” by 23” by 
30”; 29%” by 41” by 23”; and 29%” 
by 51” by 23°. Additional information 


is available on request. 


MAPLE FUDGE PECAN 9 


Ramsey Laboratories, Inc., is featur- 
ing for the Spring season a new maple 
fudge syrup for use with pecans to make 
a maple fudge pecan ice cream. The 
syrup can also be used without pecans. 
The flavor cost of the suggested combi- 
nation is said to be only two-and-ahalf 
cents per gallon (plus the cost of nuts) 
more than production costs of vanilla ice 
cream. Additional information is avail 
able on request. 


EXTRAX “WESTERNS” 10 


Extrax Company, suppliers of ice 
cream and frozen novelty materials, of- 
fers a complete line of stick confections 
highlighted by the popular “western” 
trend. Such trade names as Tender-Foot 
Twins, Poncho Fudge, Pinto Ice Cream, 
Pow-Wow Double Confection, and Billy 
Marshmallow have been created to ap- 
peal to both children and adults in this 
“Hopalong Cassidy age.” 
ceptance is accelerated on a year-round 
basis by the continued efforts of motion 
pictures, television, comics and radio to 


Consumer ac- 


exploit the popularity of westerns, an 
Extrax spokesman noted. 

The company pointed out that the 
colorful characters used in merchandising 
its products were especially created for 
the purpose and entail no tie-ins or royal- 
ties from the ice cream manufacturer. 
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MARATHON PLACES CONSUMER AD 


>. 
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Tee,(ream AMERICA'S FAVORITE FUN FOOD! _& "7 


Continuing its program of merchandising cooperation with 
the ice cream industry, Marathon Corporation, Menasha, 
Wisconsin, manufacturer of protective food packaging ma- 
terials, placed a full page, full color advertisement for ice 
cream in the February 17 issue of the Saturday Evening Post. 

The advertisement, entitled “Life of the Party!” highlights 
the industry’s February “feature,” cherry-vanilla, but also 
shows chocolate and strawberry to demonstrate the variety 
of flavors a hostess can serve when she buys ice cream in 


Marathon’s serving-size rectangular packages. As the adver- 
tisement points out, housewives can keep a whole “soda 
fountain” selection of flavors in an ice cube tray by buying 
individual packages. Each holds one generous serving (see 
accompanying photo). 

So that the ice cream industry may use the advertisement 
to maximum advantage, Marathon is offering full reprints 
and partial reprints on 17 x 10” streamers for use at point 
of sale. The streamers carry only the illustration of the 
advertisement, with a large blank space provided for im- 
printing the ice cream manufacturer’s own name and brand. 


SCHAEFER HOLDS OPEN HOUSE PARTY 


The opening of the eastern factory branch of Schaefer, 
Inc., Minneapolis, was marked by a party at the Hotel Park 
Sheraton in New York City on January 24. Many ice 
cream manufacturers from the metropolitan area came to 
extend congratulations to Mort Ackerman upon his appont- 
ment as branch manager. The genial host at the party was 
Al Rose, Vice President of the well known ice cream cabinet 
manufacturing firm. 

In the pictures at the bottom of this page are shown some 
of the personalities present. In the first row from left to right 
are: Joseph Albano of Cardani, Joseph Vrabel of Breyers, 
Mort Ackerman of Schaefer, Inc., Bill Copeland of Bor- 
dens, Anthony Menafra and George Hayeck of Cardani. 
In the center picture are Bill Copeland and host Al Rose. 
The couple at the end of the row are Mr. and Mrs. John 
Noonan of the John Noonan Company. 

Shown in the second row are: F. Folland of Pan-Europa, 
Inc., Mrs. Ackerman, Mr. Copeland, Mrs. L. Shirazi of 
Pan-Europa, Inc., Mr. Ackerman, Mr. Rose, and Glenn 
Marlatt of Formost Dairies. In the center picture are Marc 
Bloch of National Dairy Products and Howard B. Grant 
of Ice Cream Fietp. At the right is Charles H. Smith of 
Swift and Company. 
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THE SLAVIKS RETURN FROM TRIP 


Mr. and Mrs. Slavik of the McHale Manufacturing Com. 
pany, returned February 2 from a trip to the Orient, during 
which the couple visited dairy establishments in Hawaii, 
Japan, and other Far Eastern localities. The trip marked 
the couple’s twenty-fifth wedding anniversary. 

Mr. Slavik reported that the dairy business in Hawaii is 
operating at full capacity. He visited the firm’s Honolulu 
distributors, Podmore and Sons. A trip was made to various 
other dairy organizations on the Island. 

Commenting on the effect of the tense world situation, 
Mr. Slavik noted that people in the Orient were not as con- 
cerned as many Americans about the Korean war. 

Mr. and Mrs. Slavik are seen in the accompanying photo- 
graph on the deck of the SS president Cleveland, on which 
they traveled to and from the Far East. 


H. A. JOHNSON MOVES TO NEW PLANT 
a 
"ea m4 NY 
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H. A. Johnson Company, since 1877 manufacturers and 
distributors of food products and equipment, moved Febru- 
ary 5 from the former buildings on lower State Street, Bos- 
ton, to modern larger quarters at 155 North Beacon Street, 
Brighton district of Boston. 

The site of the new Johnson building is a 136,000 square 
foot lot located at the corner of North Beacon and Lofe 
Streets, adjacent to the new buildings of the Hathaway 
Baking Company and the General Electric Supply Corpo- 


ration. 


Ice Cream Fietp, March 1951 


DAIRY CREDIT BUREAU ACTIVE 


The Dairy Credit Book, published by the Dairy Credit 
Bureau of Chicago, will be published in its seventeenth 
annual edition this year. The book is an up-to-date refer- 
ence on dairy manufacturers. It includes the names of key 
members of dairy firms, products manufactured, size of 
plants, and credit ratings. R. H. Hickman and M. W. 
Richards are, and have always been, sole owners of the 
Bureau. 


JANUARY ICE CREAM PRODUCTION UP 5% 


Ice cream production in the United States, estimated at 
33,215,000 gallons for January, was five per cent larger 
than the January output last year and also was five per cent 
larger than the 1945-49 average for the month, the Bureau 
of Agricultural Economics reports. 

With the exception of the post-war years of 1946 and 
1947, this January’s output was the largest of record for 
the month. 


CHARLES RACKLEY DIES 


Charles Rackley, fifty-one, was killed in an automobile 
accident on January 16. He was zone manager of Southern 
Dairies at Asheville, North Carolina, and had been employed 
by that organization for thirty years. 


GOULDING IS LIQUID VP 
The Liquid Carbonic Cor- 


poration, Chicago, has an 
nounced that Byron W. Goul- 
ding, Manager of the Carbon 
Dioxide been 
elected a Vice President of 
the Corporation. He _ wil! 


Division has 


headquarter at the corpora- 
tion’s New York office. 


Mr. Goulding joined Liquid 
Carbonic in Omaha, Ne- 
braska. Upon his return from 
four years’ service as a Lieu- 
tenant Colonel in the Air Force, Mr. Goulding rejoined the 
company at New York City. 

He lives in White Plains, New York with his wife, a 
daughter and a son. 


B. W. GOULDING 


—— 


WORKSMAN CYCLES 


The outstanding name in ice cream vending cycles 
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GUNDLACH CLINIC attracted many section view cf the sales meeting at the Lake City, Utah, tries his hand at making a 
prominent dairy industry figures. Part of right. In the photo at the left, J. Quayle “Mellow Cream" soda during the practical 
the enthusiastic audience is seen in the cross- Ward of Arden Sunfreeze Company, Salt fountain dispensing session. 





MERCHANDISING LABORATORY DEDICATED 


The new merchandising laboratory in the Gundlach plant 
was used for the first time for the practical dispensing ses- 
sions of the Clinic. Clinic participants were transported 
from the Cincinnati Club to the merchandising laboratory 
in chartered busses. 

Participating in the three day Clinic program, in addition 
to the Gundlach company staff, were Irving C. Reynolds, 
President of Franklin Creamery, Toledo, Ohio and also 
President of the Dairy Industries Society International; 
William Ernst, Merchandising Specialist of the Verifine 
Dairy Products Company; Bernard L. Schapker, Food Store 
Merchandising Consultant; Morris L. Finneburgh, General 
Sales Manager, Soda Fountain Division, Liquid Carbonic 
Corporation; Francis W. Turnbull of Chattanooga; and Dr. 
Paul H. Tracy, Head of the Department of Dairy Tech- 
nology, University of Illinois. All sessions were under the 
general chairmanship of G. P. Gundlach and C. W. Esmond. 

Problems of procurement and production occupied an im- 
portant place in the deliberations along with the problems of 
selling. Top executives and production men formed a goodly 
percentage of those participating. Problems of war economy 
operation ranked high in the discussions. 

When called upon to dedicate the merchandising labora- 
tory, Mr. Finneburgh spoke of it as “a mile-stone in the 
progress of the industry.” 

He commented on this being an excellent example of a 
private enterprise organization contributing its time and sub- 
stance to the promotion of the industry it served. 


MANN’S CANDIES APPOINTS DISTRIBUTORS 


Following the decision to expand distribution of products 
to a national market, Adolph Mann, owner of Mann’s Can- 
dies, Los Angeles, has just announced the appointment of 
two additional distributors to the firm’s national sales organi- 
zation. 

The appointment of Ned F. Smith as manufacture’s 
representat’> in the Hawaiian Islands became effective the 
first of the year. His headquarters are in Honolulu. Ice 
cream manufacturers in the Islands may contact him through 


120 


P. O. Box 2803. 

John S. Fuller, Sales Manager of Dairies Service Com- 
pany, Denver 2, Colorado, has announced that his company 
has also been appointed to represent Mann’s Candies. This 
new distributor will cover the territory from Billings, Mon- 
tana to El Paso, Texas, including the complete states of 
Wyoming, Colorado, New Mexico, the Black Hills of South 
Dakota, Western Nebraska and Western Kansas. 


MOST MAUN & LUND ITEMS CONTINUED 
Maun and Lund, Inc., Chicago, in announcing discontinu- 
ance of the manufacture of certain items of equipment until 
critical metals are again available, stresses that the more es- 
sential pieces of equipment such as single and twin molds, 
stickholders, fillers and the new M&L Converter for making 
two fluid ounce ice cream and fudge bars, will be available 
in ample supply for this season. Also, the complete line of 
ready-mixed “Happy Day” flavors, bags and sticks, will be 


in plentiful supply and in stock at all times. 





EMERGENCY SERVICE Corps has been established by White 
Motor Company to keep White vehicles in good working condition 
for the duration of the current materials shortage period. Below, 
J. N. Bauman, Vice President of the firm, reviews the ten-point 
ESC program with (left to right) Freeman G. Allen, general ser- 
vice manager; Henry J. Nave, service sales manager; and Wallace 
L. Pepin, parts service manager. 
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Classified Advertising inten 


RATES: machinery, equipment and 
FOR SALE: Wholesale Ice Cream Business supplies for sale or wanted to buy, 
FOR SALE Contains complete mixroom and novelty manu- 6c a word [including address) for 
facturing equipment, refrigerator, cabinets, each insertion; help and positions 
trucks and two hardening rooms. Sunbeam wanted, 2c a word [including ad- 
FOR SALE: Two 1949 sete Mitta - Cream Co., 99 Tappan St., Kearney, dress}. Bold face type double regu- 
Vending Trucks A-1 condition-—Cash or will “~*™ Jersey ler _rotes. asap emer charge $1.00. 
trade for passenger car. Write Kilroys Ice FOR SALE: Ice Cream Manufacturing oe ep ele 8 
Cream Sales Company, Rome, New York equ:pment consisting of a ten quart Taylor aoieny oe ae nC rcenige ine . te 
FOR SALE: 24 mold Vaden novelty brine Ice Cream Freezer (produces twenty quarts) advertisement or to Box numbers c/o 
tank with automatic temperature float. Used ee fourteen - toot deep freeze hardening lee Cream Field, 19 W. 44th St.. New 
three years. C. P. 40-80 continuous freezer i pate yet Ice Cream Mix water cooler, York 18, N. Y. Under no circum- 
Excellent Condition. Putting in larger equip- * "> ,®* condition with compressors. Write stances will ICE CREAM FIELD di- 
ment. Come and see them in operation C. Herting, Box at? Matamoras, Pa, or vulge the name of an advertiser 
Asselin Creamery Company, Norway, Michi call Matamoras 6-1275 where initials or a number is given 


gan FOR SALE: 1'. ton Dodge truck equipped as the address. 


FOR SALE: Bagby Filler D-3, semi-auto with a ho erg > Un, 
acon $ a oe san complete with « plates an Init : 

eee tk hea oe ein - good condition $450 00. Legion Ice Cream soyen" Sconce sgpeen ee eninge 
float Colony homogenizer $172 Milk Co., 4251 S. State St., Chicago, Ill. Phone °Y ™® a ce pee amg ip 
5 r sa C Bo 8.2600 Zing in quality chocolate products for dairy, 

tester _galton cans ompiete ice ice cream and soda fountain trade. Estab 
cream plant. Shell & tube 35 ton ammonia FOR SALE: Emery Thompson Stainless lished territories open. State territory covered 
condenser HP freon compressor, blower, Steel, 70-gallon hardening cabinet with 1 h.p. and lines represented. Replies confidential 
evaporator condenser, used 4 mo., 35-5, 10 water cooled York compressor. In use until Write Box 355, Ice Cream Friern, 19 W 


Meese & 5 gallon shippers. Sell above as lot March Ist. Royal Dairy, 665 Lake St, El. 44 St, N. Y. 18,N.Y 
or separate. McLeansboro Creamery, Inc. mira N 


McLeansboro, Illinois send HELP peeing 3 c ee 
. . FOR SALE: Being drafted, must sacrifice for experien-e 
FOR SALE: 10 New Ice Cream Peddler in mediately: two 1949 ton vending lon DISING MAN. Highly regarded ice cream 
Trucks Dodge Model B2B, Robbins & Burke five bicycles and accessories included. one Manufacturer, operating nationally, seeks well 
Bodies—220 Volt Kold-Hold Refrigeration 2 ron, Dodge 650 gal. capacity, and one vend. qualified merchandising man. If you have a 
System, perfect condition, $2,550.00 each. ing body for mounting on a os ton successful record organizing and executing ef 
RYDER TRUCK RENTAL SYSTEM, 1642 tru-k. Write Box 356, Ice Cream * Bees fective methods and programs to merchandise 
N. W. 21 Terrace, Miami, Florida. 19 W. 44 S-. New York 18. N. Y ice cream products, please write at once. Your 
. ) ; . experience should include successful merchan 
FOR SALE: One Pure-Pak automatic ice FOR SALE: 300 gallon York S.S. Holding dising through chain stores, super markets, 
cntrwye packaging > ape qi Used only Tank with brine circulating coil; 100 and 200 established retail dealers and company owned 
one season omplete with filling nozzles for gallon Round S.S. Pasteurizers, also 100 to stores. Experience in national marketing help 
a rx 3 flavor ne right 300 gallon Cherry-Burrell S.S. Spray Pas- ful. Desirable age 35-45. State qualifications 
a a ee %4 1 S. State teurizers; 125 to 1500 gallon Homogenizers fully and salary requirements in first letter 
St., Chicago, Ill. Phone Bo 8-2600 or Viscolizers; Mojonnier S.S. Cabinet Coolers Attach recent photo or snapshot. Write Box 
FOR SALE: 3 1950 Ford and 1 1950 Chev. 8 wings each 72 tubes high; 6 fr Cherry- #353, c/o Ice CREAM Frecp, 19 W. 44 Sr. 
ton vending trucks with insulated bodies. wg sare —“- 30-1” s.s. tubes; Fillers, N. Y. 18, N. Y 

Reasonable. Apply A. Diamond, 177 Ninth 2O™® ashers, Vacuum Pans, Pumps, et: HELP WANTED: Salesman—With fol 
S Cin NI Write or wire your requirements. Lester 
St., Jersey City, N. J - . 

Kehoe Machinery Corporation, 1 East 42nd 














Ne ee a see ee eee Marae aa 7p ingabe 


lowing among ice cream manutacturers, to 


: , 1 ¥ represent nationally-known firm selling to ice 
3. 4 - Srreet, New ok 17, N leph . : 
FOR SALE: Creamery-Package 8 posi- Ye : Y Telephone cream manufacturers Strong promotional 


tion rotary can washer complete with MUrray Hill 2-4616 line backed by advertising. Box 316, Ice 
pumps and motors. New in summer Cream Fiecp. 19 W. 44 Se, N. Y. 18, N. Y 


1947. Exceptionally good condition. Ka- HELP WANTED 
Vee Ice Cream Company, Belleville, Pa. WANTED TO BUY 
HELP WANTED: Salesman — side line, 

FOR SALE: “York 14” x 11” V.S.A. selling to ice cream manufacture-s, pocket WANTED: Large or small quantities of 
Ammonia Booster Compressor, V belt drive, samples, average commission $40.00 per sale used metal milk cans and umbrella covers; also 
force feed oiling system, condition like new. easy to sell—territory protection also leads. standard size ice cream cans and covers. Write 
Box #354 Ice Cream Fiero, 19 W. 44 St., Box #345, Ice Cream Fierv, 19 W. 44 St, Box 357, Ice Cream Fietp, 19 W. 44 Sr, 
New York 18, N. Y N. Y. 18, N. Y New York 18, N. Y. 
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ISOFLEX INSULATED . | | Helps. sing-Merchandising 
ISOFLEX CORPORATION L 4s FENN BROS., INC., SIOUX FALLS, SOUTH DAKOTA 


: >” *BUTTER BRICKLE is the exclusive Trade 
989 Folsom St. San Francisco, Cal. OP ir ope gang eg bg 











Ice CreaM Fievtp, March 1951 














32 
96 
100, 101 
45 


Alpha Aromatics, Inc. 

Ambrosia Chocolate Co. 

American Food Labs. 

American Paper Goods Co. 

Amerio Refrigerating & Equip- 
ment Co. 98 

Anderson Bros. Mfg. Co. 3rd Cover 

Atlas Tool & Mfg. Co. 93 

Avenex Corp. 

Balch Flavor Co. 

Batavia Body Co. 

Beck Vanilla Products Co. 


Bloomer Bros. 


Used by 


leaders for 


Blumenthal Brothers 

Cherry-Burrell Corp. 

Container Corp. of America 

Corn Products Co. 

Creamery Package Mfg. Co. 

Dietert, Harry W. Co. 

Drumstick, Inc. 

Ex-Cell-O Corp. 

Extrax Co. 

Fenn Brothers 

Foote & Jenks, Inc. 

Franklin Body & Equipment 
Co. 


offer sure protection 
PLUS low cost on ice 
cream deliveries. 


Series 100 
Sizes to hold 
4 to 20 ats 


ice cream 


Here’s whys 1. Shamrock Cork- 


Insulated Shippers load right on 
your lightweight delivery trucks. 
2. Shamrocks protect ice cream 
for 6 to 8 hours with no appre- 
ciable temperature rise, and no 
added refrigerant. 3. Shamrock 
Refrigeration Storage Cans may 
be used within shippers for long- 
er holding time. 4, 2-inch cork 
insulation. Heavy duck walls, 
metakloth treated inside and 


| out—mildew-proof, waterproof, 
* abrasion-resistant; effective mois- 


ture-vapor barrier. Many styles 
and sizes. 


Write for this catalog! 
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Madison, Indiana 
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DDEL 193 ICE CREAM SANDWICH 
. EXTRUDER AND BAGGER 


° 6d, SAN SANDWICHES A MINUTE 





Now! A fast, sanitary machine that scores a new high in 
making and bagging neat, tempting ice cream sandwiches. 
Ice cream is extruded, formed into a sandwich and 
bagged ... automatically. With Model 193 you get pro- 
duction upwards of 60 bagged sandwiches per minute 

or 300 dozen per hour. This is another Anderson 
dependability-plus machine produced with your profitable 
operation in mind. Use the coupon below to get more 
facts, and see how you can launch a volume-building 


ice cream sandwich-making program in your plant. 


i Aa ONESTAT ISRO NE GPEE AT 


BASICALLY SIMPLE OPERATION 
COMBINED WITH INGENIOUS DESIGN 


Here, again, Anderson ingenuity provides you with 
the kind of production that results in a superior, 
saleable product. Ice cream is piped direct from your 
continuous freezer to the machine. (A variable 
speed drive on the 193 permits perfect synchronization 
with freezer output.) As ice cream enters the 
Anderson machine it is extruded to shape desired. 
Two chutes mounted on either side of the nozzle 
feed wafers into place; a pusher cuts ice cream to 
proper width. Once the sandwich is formed, it is 
bagged automatically and sent down a chute to 

be packed and conveyed to the hardening 

room. Note the mobility of the machine; easily 


moved to and from your continuous freezer. 


with ICE 
CREAM AND WAFER ARE OF STAINLESS STEEL 





Use this Handy Coupon for Quick Information 


ANDERSON BROS. MFC. CO., ROCKFORD, ILLINOIS 


BROS. MFC.CO. Please Send Bulletin No. 3-2 
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..- that’s why Gumpert gives you 


frue economy in ice cream specialties 


Nothing can take the place of knowledge and skill 
gained through years of specialization. It’s this 
“know-how” that enables Gumpert to combine in its 
products for ice cream manufacturers both quality and 
real economy. 

It’s the flavoring cost per gallon — not the figures on 
the invoice — that means true economy. And Gumpert’s 
59 years of leadership and experience guarantee 


better finished products and more of them for ever SMOOTHER, DELICIOUSLY DIFFERENT 
! oa 
ro ecm y GUMPERT’S STRAWBERRY PUREE 


Want proof? Ask your Gumpert representative to Tremendously popular is this new GUMPERT product 


: — luscious strawberries crushed to a smooth purée, 
show you why Gumpert ice cream products are the spreading more berry flavor throughout all the ice 
best and thriftiest for your business. cream, yet retaining all the tempting eye appeal of 

ripe, red berries. The mixture is smoother; the flavor 


S. GUMPERT CO., INC., OZONE PARK 16,N. Y. = —is deeper, richer. Try it. 
CHICAGO « SAN FRANCISCO 





270 QUALITY SPECIALTIES FOR ICE CREAM MANUFACTURERS BACKED BY 59 YEARS OF EXPERIEN’ 





